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Abstract
Previous research proposes that food tourism is a medium through which traditions
can be maintained, as well as a conduit through which authentic culture can be
experienced (Fox, 2007; Henderson, 2014; Okumus et al, 2007). Food tourism is
also advocated as a sustainable means of environmental, economic and socio
cultural development (Everett and Aitchison, 2008; Montanari and Staniscia, 2009).
The unique focus of this research study is the role food tourism plays in cultural
sustainability in Ireland, specifically, in Kinsale, the English Market and Dingle. In
particular, this study draws on the viewpoints of thirty thi*ee food tourism
representatives on the front-line of the food tourism industry.

Several new

contributions into the mamier in which food tourism impacts the development and
sustainability of the chosen locations’ cultural traditions are offered.
Primarily, the empirical research conducted reveals that food tourism is allowing not
only for the preservation and sustainability of cultural traditions but also their
revival, through a combination of tradition and innovation, incorporating both multigenerational family businesses and those who are ‘newcomers’. Telling the story
behind the food is also evidenced as playing a key role, not only in keeping food
knowledge and heritage alive, but also in contributing to an understanding of local
culture, providing a link to the source and in creating an overall memorable
experience.

Furthermore, the accessibility of local food produce is crucial in

preserving the integrity of cultural traditions, with the local producer representing a
vital element. A related significant finding highlights the role of food tourism in the
locations’ employment sustainability, to which local culture, social connections and
networks strongly contribute. New understandings into the concept of ‘authenticity’
in food tourism are also presented. Authenticity proves to be a contentious issue, in
particular, regarding the manner in which the locations’ cultural traditions are being
represented and sustained and on what constitutes an ‘authentic’ product.
Based on the in-depth interviews conducted, this study presents a new model
depicting the interaction of the above elements and the role food tourism plays in
developing and sustaining the cultural traditions of Kinsale, the English Market and
Dingle. Finally, this study offers an insight into the views of the food tourism
representatives whose families and local traditions, businesses and everyday living
culture

constitute

the

front-line

IX

of

the

food

tourism

industry.

Chapter 1: Introduction

1.0 Introduction and Background to the Study
This chapter provides an introduction and a background to this research study. In
particular, the areas of sustainable development, culture and food tourism are
considered. This chapter then outlines the rationale for the study, the main research
aims and objectives, followed by an overview of the research methodology
employed. This chapter concludes with an outline of the thesis.
This study was undertaken in the context of the Irish food tourism industry, focusing
on the south and southwest of Ireland. Food and tourism, both as separate industries
and in conjunction, contribute significantly to the economy on a regional and
national scale (Delheure et al., 2014). Additionally, food represents an aspect of
Irish culture that can be utilised as a tourism product. Previous research suggests
that ‘food tourism is a growing market segment internationally, making the
development of a strong food and hospitality sector in Ireland increasingly important
in gaining competitive advantage as a tourist destination’ (Grant Thornton, 2012:7).
Furthermore, it is suggested that the legendary Irish hospitality can be used in
conjunction with food tourism to create a memorable experience by exploiting a
combination of culture, welcoming people and local ingredients (Failte Ireland,
2015a). Mulcahy (2012:1-2) also notes that in order to further the food tourism
industry it is necessary for Ireland to bring together traditional customs and
innovation and create a ‘community of gastronomy’. The potential of food tourism
to grow, Mulcahy continues, will depend on a collective effort from consumers,
government and various organisations. Similarly, the World Tourism Organisation
(WTO, 2012) recommends that countries around the world can advance their food
tourism industries by affording special consideration to local and regional cuisines,
together with a particular focus on those involved in producing them. In an Irish
context, it is suggested that: ‘Food is a good strategic fit with Ireland’s appeals and
motivators of beautiful scenery, a natural unspoilt environment and friendly and
hospitable people and a genuine Irish food experience adds to the sense of place for
a visitor (Failte Ireland^ 2010:12). It is evident that food tourism is currently a
popular phenomenon in Ireland (Failte Ireland, 2010; 2015a), as it is in many
countries around the world (Herrara et al, 2012), offering many advantages to
tourism industries, in the form of attracting visitors, and b tourists who wish to

experience unique culture and hospitality. It is suggested that the popularity of food
tourism in Ireland is due to a number of factors. O’Donovan et al (2012) contend
that there is a desire to return to the roots of food.

Similarly, Bord Bia (2014)

propose that there is an increasing desire to get closer to the source of the food,
including speaking to the person who made it. Henchion (2014) further suggests
that the popularity of food tourism in Ireland may be as a consequence of concerns
over the provenance of food, or a wish to support the local economy.
In another context, food tourism can play a role in sustainable development, as it
falls within the realm of sustainable tourism (Henderson, 2009; WTO, 2012).
Sustainable development should not only take into consideration economic and
environmental factors but also consider social sustainability with respect to cultures
and lifestyles, value systems and traditional practices of those impacted (Choi and
Sirakaya, 2006).

Food tourismi is often heralded as a means of sustaining cultural

traditions; it can lead to many social and cultural benefits for a region, celebrate
local food traditions, and assist in safeguarding a region’s heritage, skills and
customs (Everett and Aitchison, 2008; Henderson, 2014; Okumus et al., 2007).
Building on this, culture, as an area of discussion and research has grown in
importance when considering global development issues (Hassi and Storti, 2012;
Machida, 2012; Nurse, 2006). Furthermore, it is advocated that cultural diversity is
a rich asset for individuals and societies, both as an impetus for development and a
source of creativity, and therefore deserving of protection (UNESCO, 2013). There
are, however, many threats to cultural diversity globally (George, 2010; Wittman,
2014), which may also be applicable to Ireland (Inglis a nd Donnelly, 2011; Lane and
Ruane, 2006). Research has illustrated that these threads are arising chiefly from the
processes and facets associated with globalisation (Bird and Stevens, 2003; Hassi
and Storti, 2012; Machida, 2012). According to Maichida (2012) there are three
main scenarios that arise as a result. These scenarios i nclude: the elimination of all
cultural diversity; the fusion of elements of the ne'w and old culture; and the
reinforcement of old boundaries where all elements of the new culture are rejected.
Considering these proposed threats to cultural identity, and that food tourism is often
suggested as a means by which to protect cultural uniiqueness, this study aims to
establish if food tourism is playing, or could play, a role in sustaining cultural

traditions in Ireland. Moreover, this study aims to establish how this is, or could be,
achieved.
The following section explores the main issues behind this research study, namely,
sustainability, culture and food tourism.

1.1 Sustainability
At its most basic level, sustainable development means the use of resources in such a
manner that will not diminish them for future generations (World Commission on
Environment and Development (WCED), 1987). The topics into which the concept
of sustainable development has permeated in recent years is varied and increasing
(Alipour et al., 2011) and includes, for example, land use, resources and education.
It is advocated when sustainable development is being discussed in any context, it
must include environmental, economic and socio-cultural dimensions. Furthermore,
it is advocated that development must be carried out holistically, with a focus on
regional and local empowerment and control (Alipour et al, 2011; Miyazawa, 2012;
Sebele, 2010; WCED, 1987). Research by Choi and Sirakaya (2006) proposed that
any notion of sustainable development, as well as considering environmental and
economic aspects, must also recognise the importance of social and cultural
sustainability with regard to lifestyles, value systems and traditional practices. It is
argued, however, that despite the rhetoric expressed regarding local empowerment
and heeding local socio-cultural issues, many decisions are taken far from the place
it will impact (Bridger and Luloff, 1999). Similarly, Brennan et al (2009) and Day
(1998) propose that local culture is rarely considered, or given very little attention,
when discussing development issues, with decisions being taken for the most part at
a much higher level. Moreover, it is further noted that in the past local culture may
have been considered a restraint or drawback to modernisation and development,
and that sacrificing cultural identity and traditional practices was a necessary price
which had to be paid to ensure economic safety (Brennan et al, 2009; Day, 1998).
This suggests that for many under-developed or developing regions, or specifically,
those reliant on investment from abroad, cultural uniqueness may be under threat. It
also indicates that cultural sustainability has a tendency to be viewed as less
important in comparison with environmental or economic variables.

As mentioned previously, the concept of sustainabilit}/ has been entrenched in many
arguments pertaining to development and the use of resources (Alipour et al, 2011).
One of these derivatives is the concept of sustainable ttourism. According to Weaver
(2011) the concept of sustainability has been embraced throughout the tourism
sector.

This has come about as it is recognised tlhat tourism can often have a

detrimental effect on natural and socio-cultural resouirces and such recognition has
heralded calls for standards of sustainability to be enforced and met (Chamber,
2009; Ekinci, 2014). Such destruction of natural and cultural resources has brought
about the need for an alternative, a need which may be met by sustainable tourism.
This form of tourism is based on the cautious management of natural, built and
socio-cultural resources of host communities.

This is carried out in a way that

allows economic well-being, the careful management and maintenance of natural
and socio-cultural capital, together with meeting the needs of tourists (Briassoulis,
2002).

Within this, food tourism is often advocate^d as a means of sustainable

tourism, addressing both culture and development issues, which section 1.1.2
overviews.
As noted, the notion of cultural sustainability is a growing one.

The following

section explores this further.

1.1.1 Cultural Sustainability
The variety of elements that fall under the term ‘culture’ is wide and infinite.
Culture may include both tangible and intangible elements (Brennan et al, 2009;
Kurin, 2004). It is advised that cultural activities should be valued because of how
they express identities, beliefs and meanings.

Furthermore, it is advocated that

diverse cultural expressions need to be protected as they can be a source of creativity
and innovation and are also important as a source of social inclusion (UNESCO,
2013). In an Irish context, a study of small town?s, predominantly in the west of
Ireland, (Brennan et al., 2009) highlighted that local culture played a significant role
in any development of the area. The study highlight ed the benefits of understanding
and incorporating local culture into development plans. It can be argued, therefore,
that attempts at sustainable development, in conjumction with a focus on economic
and environmental dimensions, should consider that local culture can play a key role

in implementing sustainable plans. Considering this, it could therefore be logically
argued that the preservation of culture should be of vital importance.

Despite this, however, it is suggested that there are many threats to cultural diversity
and the survival of unique cultures, emanating chiefly from the process of
globalisation. Wittmann (2014:194) proposes that globalisation means the ‘cultural
coalescence’ of global social, political and economic matters. Previously, Aramberri
(2001) suggested that it is nearly impossible for even the remotest culture to avoid
contact with the outside world. It has also been suggested that Ireland has long been
at the vanguard of globalisation, that ‘transactions between Ireland and the rest of
the world ranks near the top of any group of comparator countries’ (Lane and Ruane,
2006:5). Building on this, in Ireland’s case Boland (2010) suggested that decisions
are often made by the European Union (EU), multinational corporations and multi
level governance, resulting in a shift of power away from the local and national. It is
further advocated by Tovey and Share (2003) that the accompanying elements of
globalisation tend to have a negative effect on traditional national culture.
Furthermore, it is also proposed that cultural consequences as a result of
globalisation are much less studied than other impacts and are also much harder to
define or measure (Machida, 2012).

Arising from globalisation, a growing demand to connect with traditional, unique
and unaffected culture can be witnessed. This stems from the rapid pace of change
in the world and a desire to connect with traditional cultures which are being
eradicated (Lowenthal, 2005). This desire, continues Lowenthal, is also pushing
attempts at the preservation and defence of such cultures. Building on this, cultural
tourism may represent a means by which to both experience and sustain cultural
traditions.

What constitutes a cultural tourism product, however, can be very

extensive. Both rural and urban areas, for example, can possess cultural products
which can be commoditised and developed into cultural tourism (Kneafsey, 2001;
Russo and van der Borg, 2002). Furthering this concept, George (2010) advises that
culture that was passed naturally and socially through generations is now often
viewed as more than a way of life; it has potential as a product for consumption.
Cultural tourism initiatives formed on the basis of such offerings as traditional,
unique cultures and lifestyles often represents a profitable economic opportunity
6

(Sharpley, 2002). Resulting from this commodificatiojn, however, it is also proposed
that the manner in which culture is denoted may not b'e a true reflection of a locality
and may not be always accurately epitomised.

It is advocated that the tourism

industry has often been criticised for selecting certain elements to represent culture
(Palmer, 1999). Hunter (2011) adds to this and suggests that when tourism and
culture cross paths, cultural elements are manipulated to suit tourist expectations and
desires. Several studies conducted abroad (Jimura, 2011; MacDonald and Jolliffe,
2003; Su, 2011; Zhou et aL, 2013) outline how cuiltural representations can be
manipulated to cater for tourist expectations. Brereton (2006) outlines that within an
Irish tourism context, it could be argued that this pheniomenon is broadly applicable
to the manner in which ‘real’ culture is often depicted.

Sheridan and O’Leary

(2005) for instance, highlight how images of the Irish welcome, scenery and literary
heritage are frequently used for marketing purposes. Culture, landscape and friendly
people are among the main attractions and motivators for visiting Ireland (Failte
Ireland, 2014; Tourism Ireland, 2015). This suggests that Irish culture, as it is often
represented by the tourism industry, may not be an accurate reflection. This implies
that selective elements of customs and traditions are advocated as a representation of
culture. This then gives rise to the concept of ‘authenticity’ in tourism.

It is suggested by Jokilehto (2006) that the concept of authenticity has become
fashionable as a selling point for many types of commercial and tourist products,
while not essentially reflecting honest traditions. Furthermore, commodification and
staged culture often arise from the desire to experience ‘real’ culture and productions
by the tourism industry (Teo and Yeoh, 1997). Authenticity, suggest Chhabra et al.
(2003) should be genuine and original and unaffected by ‘outside’ forces. It is also
acknowledged, however, by McKercher and Du Cros (2002) that the concept of
authenticity is negotiable, depending on varying viewpoints, that is, what one
considers genuine might be completely unrealistic to another. Previous research
(MacDonald and Jolliffe, 2003; Su, 2011; Xie and Wall, 2002) outlines that the
tourist often has pre-defmed notions of what to expect and what they think is truly
authentic. It is suggested that images such as the Irish pub, the traditional welcome,
Ireland’s literary heritage and serene landscape strongly feature in promotion
initiatives (Brereton, 2006; Fullerton et al, 2009). Although it could be argued that
this is still relevant, it is also suggested that reference is rarely given to Ireland’s
7

modern-day economy or industries, or an accurate representation of what the tourist
may find (Sheridan and O’Leary, 2005). As advocated by Brereton (2006:409) such
images are difficult to relate to in contemporary Ireland, making the concept of
authenticity and identity hard to define. When reflecting on the combination of the
tourism industry, the quest for authenticity and the notion of pre-conceived
authenticity, it can be concluded that trying to experience ‘true’ culture, not least in
Ireland, is often difficult.

This section outlined the difficulties involved in not only discovering and
experiencing unique cultural traditions, but also the difficulties involved in
sustaining their integrity.

It is advocated that if there is a wish to experience

authentic culture, food tourism is often a means by which this can be achieved. The
following section explores this concept.

1.1.2 Food Tourism

Food tourism is defined by Hall and Mitchell (2001:308) as: ‘Visitation to primary
and secondary food producers, food festivals, restaurants and specific locations for
which food tasting and/or experiencing the attributes of specialist food production
regions are the primary motivators for travel.’ Interest in, and demand for, food
tourism is a growing market internationally (Henderson, 2009; Henderson, 2009).
It is advocated that the advantages of food tourism are numerous. In the main, these
advantages can be broadly applied to environmental, social and economic spectrums
(Henderson, 2009).

The WTO (2012) expands on this and proposes that food

tourism can act as a gateway to localities and landscapes by focusing on local
identity and authenticity.

Moreover, it can have a positive effect on local

communities, employment and heritage and can rejuvenate and diversify tourism
offerings by engaging all stakeholders. Additionally, it is proposed that the use of
local food not only supports small and local producers, it also reduces its
environmental footprint (Chambers, 2009; Olsen et al., 2014; O’Neill, 2014).
Furthermore, it is often perceived that local foods are often considered better by the
tourist as they are associated with preserving traditions, environmental friendliness
and contributing positively to the local economy (Amuquandoh and Asafo-Adjei,
2013). It is further suggested by Conto et al. (2014) that the growth in popularity of
8

local foods is in opposition to the globalisation of food. Exploiting this interest,
food now forms an important element in many destinations promotions (Fox, 2007;
Henderson, 2014; Pestek and Cinjarevic, 2014). This has also been recognised in
Ireland and food is now an important element of many promotions, as can be
witnessed, for example, in attempts to link food with Irish hospitality and culture
(Failte Ireland, 2010; 2015a).

This suggests that food is being advocated as an

important entity on its own merit, but also in contributing to the overall experience.

Moreover, it is proposed that food is part of the social and cultural history of a place
signifying the customs and beliefs of the region, and can help in understanding local
cultures, communities and social structures (Fopez-Guzman and Sanchez-Canizares,
2012; Rusher, 2003). Furthermore, food tourism is advocated as a means of offering
the visitor an ‘authentic’ experience (Okumus et al., 2007).

As mentioned

previously, however, authenticity is an elusive concept and ‘when introduced into
the realm of food and tourism, various complexities become apparent’ (Mkono et
al, 2013:69).

These complexities, arising for the most part from globalisation

(Sharpies, 2003) include the blurring of food borders and the homogenisation of
foods (Kuznesof et al, 1997; Pieniak et al., 2013). It is also suggested, however,
that the opposite can occur and globalisation may provide a stimulus for the
protection and revival of food traditions, as can be witnessed, for example, in the
rise in interest in local and traditional foods (Hall et al., 2003; Mak et al., 2012).
This can be further evidenced in global organisations such as Slow Food (Parkins
and Craig, 2009) whose central intent is the preservation of gastronomic heritage. In
Ireland, a similar phenomenon can be witnessed considering the existence of groups
such as Good Food Ireland, whose aim is to promote and support artisan Irish food
and the people behind it (goodfoodireland.ie.).

In another vein, food is considered an economic opportunity to sustain and
rejuvenate economically marginal regions.

It is advocated that food tourism can

help boost economic activity in traditional agricultural areas and work in favour of
small scale businesses and communities (Bjork and Kauppinen-Raisanen, 2014;
Henderson, 2009; O’Neill, 2014). Adding another aspect to the connection between
food and sustainable development, it is suggested by Okumus et al. (2007) that with
regard to sustaining culture and character, food is becoming increasingly important.
9

It is argued that if a region’s culture is to remain sustainable, then it is important to
consider the preservation of traditional and indigenous foods along with its other art
forms. This, it is suggested, is because food tourism can lead to an increase in social
and cultural profits for a region including celebrating native food traditions, protect
of a region’s heritage, skills and way of life, and unique identity (Everett and
Aitchison, 2008; Montanari and Staniscia, 2009; Reynolds, 1993).

In Ireland,

research by Bord Bia (2014) outlines that food markets have the potential to be a
significant source of identity for local communities, contribute to the local economy,
as well as representing a possible avenue for the renewal of traditions. Consequently,
this leads to the conclusion that food tourism is an appropriate medium for a study
examining cultural sustainability.
This section outlined that food can provide an insight into a place’s history, culture
and hospitality, together with contributing to a region’s economic, environmental
and cultural sustainable development.

Subsequently, this leads to the rationale

behind this study, which the following section outlines.

1.2 Rationale for the Study
The rationale behind this study is based on a number of factors. It is proposed that
cultural distinctiveness is a rich asset for society, that it is a key requirement for
sustainable development and one of the stimuluses of development and should be
protected (UNESCO, 2013). It is also suggested that it is now much more difficult
to find any community that lives completely independently of globalisation and so
various threats are posed to cultural uniqueness around the world (Aramberri, 2001;
Machida, 2012). Previous research indicates that Ireland is now in such a situation
resulting from, for example, the presence of multinational companies and
immigration

(Inglis

and

Donnelly,

2011;

Irish

Business

Confederation (IBEC), 2003; Lane and Ruane, 2006).

and

Employers

Considering this, such

elements as cultural homogeneity, loss of identity and loss of decision-making
authority that often accompany globalisation (George, 2010; Tovey and Share, 2003;
Wittman, 2014) will also be relevant in Ireland’s case.

It could be concluded,

therefore, that unique Irish cultural traditions are under threat and such a situation is
10

worthy of investigation. Reflecting on these factors, a study examining cultural
sustainability in Ireland is timely and relevant.
As mentioned previously (Everett and Aitchison, 2008) food tourism may represent
many benefits for local communities, not least socio-culturally, in the form of
protecting local food traditions, skills and heritage. Hjalager and Richards (2002)
acknowledge that tourism planners are increasingly recognising that food and
tourism production can be used as a unique marketing tool for destinations. While
Ireland has traditionally had a long association with food through its folklore and
history (Mahon, 1991; Sexton, 1998), it is only in recent years that the country has
embraced food tourism as an industry (Tourism Ireland, 2009). In Ireland’s case, it
is suggested that food can provide the tourist contact with Irish people and showcase
a distinct Irish character and traditions (Failte Ireland, 2010). Furthermore, Delheure
et al. (2014) outline that Ireland has much potential to develop regional tourism
based on the natural assets such as food, heritage, skills and crafts that many
territories have. Considering this potential, together with the growth of food tourism
in Ireland, as well as its proposed merits as a means of sustaining culture and
epitomising authenticity, examining cultural sustainability through the medium of
food tourism therefore seems appropriate.
Furthermore, there is a gap in literature regarding the role food tourism plays in
cultural sustainability in Ireland. Research from Cornwall (Everett and Aitchison,
2008) and the Apennines in central and southern Italy (Montanari and Staniscia,
2009) indicates that food tourism contributes to the sustainability of their respective
cultural traditions. These studies highlight the manner in which food tourism is
contributing to the sustainability of the locations’ economies and cultural traditions
through the exploitation of natural resources and food traditions.

In Ireland,

however, no such investigation has been conducted in relation to whether this theory
correlates with the opinion of food tourism representatives.

Furthermore, Irish

literature regarding the food tourism experience has generally focused on the
perspectives of either tourists (Zittlau and Gorman, 2012) tourism authorities (Failte
Ireland, 2010; Tourism Ireland, 2009) or food authorities (Bord Bia, 2014). There is
a gap, however, on the views of those on the front-line, whose daily lives and
traditions are presented as a ‘real’ cultural experience.

It is this gap that this

research study aims to address. This study represents a new and first insight into the
11

role of food tourism in cultural sustainability from the perspectives of the food
tourism representatives. This undertaking represents original research outlining the
link between food tourism and the sustainability of cultural traditions in Ireland from
the front-line of the industry. It is arguable, therefore, that such a study will aid food
tourism businesses, tourism authorities and tourists, together with those involved in
policy formation and implementation.
The following section outlines the main research question, aims and objectives of
this study.

1.3 Research Question and Aims of the Study
The main research question is ‘What role, if any, does food tourism play in
sustaining cultural traditions in Kinsale, the English Market and Dingle?’

The

reasoning behind the choice of these case study locations, each of which is a notable
food tourism destination, is outlined in Chapter Three. Rooting from this research
question, a number of sub-questions arise:
If food tourism is playing a role in sustaining culture, how is this being done?
What are the main contributory factors, both positive and negative, impacting the
sustainability of cultural traditions?
What are the primary elements influencing the manner in which culture is
developing?
Are the cultural traditions being developed and sustained authentically?
Is the manner in which traditions are being portrayed an accurate representation of
culture?
To address the research question, the principal aim of this research is to explore
whether or not there is a link between food tourism and cultural sustainability in the
three chosen areas. Furthermore, it is argued that such a study will contribute to the
extant literature on sustaining cultural traditions, food tourism and sustainable
development. This research also aims to assist food tourism businesses, tourism
authorities, local and national government authorities and tourists in understanding
the connection between food tourism and cultural sustainability. Additionally:
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The primary purpose of this research is to explore the implications of using food
tourism as a means of sustaining cultural traditions. Particularly, this study seeks to
discover whether or not utilising food tourism as a means of cultural sustainability
supports or contradicts the extant literature on the topic.
A further aim is to explore food tourism and cultural sustainability from the
perspectives of the food tourism representatives. It is intended to ascertain whether
the respondents perceive food tourism as a means by which to sustain their cultural
traditions, and if so, how this is done. The potential consequences of using food
tourism as a means of cultural sustainability will also be examined.
A further aim is to provide the food tourism representatives in this study with a
conduit to express their thoughts and experiences. These views will give an insight
into the ‘front line’ of the food tourism sector. This should lead to stronger policy
formation and implementation by those looking to adopt food tourism as not only a
means by which to sustain cultural traditions, but also as a means of economic
development.
In order to gather suitable data to address the research objectives, both primary and
secondary research was conducted for this study. This research study presents the
secondary research in the form of a literature review and the primary research in the
form of a number of thematic areas arising from the methodology employed in this
study. The following section briefly outlines the methodology utilised in this study.

1.4 The Methodological Approach
Although Chapter Three outlines the choice of methodology, it is appropriate to give
a concise overview of the method adopted in this study.

As this study’s central

objective called for insights from food tourism representatives into the role of food
tourism in sustaining cultural traditions, it was therefore necessary to choose a
methodology which would allow such insights to be gathered.
This led to the adoption of a qualitative paradigm which according to Patton
(2002:14) ‘facilitates study of issues in-depth and detail’. This approach emphasises
the importance of focusing on data which is about ‘real life’ specific cases, where
there is room for ‘richness and holism’ and methods are flexible and adaptable
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(Miles and Huberman, 1994:10). Following this, the in-depth interview was chosen
as the means of gathering data.
Thirty-three food tourism representatives across three locations were chosen as the
sample in this study. This number and choice of locations led to the generation of a
rich set of data with varied perspectives and experiences, although with many central
themes still evident. This study focused solely on those on the ‘front line’ of food
tourism, deliberately omitting other groups such as tourists or tourism authorities.
This allows for an insight into the thoughts and opinions of those who are ‘living the
culture’.

From the food tourism representatives, new understandings may be

gleaned, which in turn, should help in the generation of new perspectives on food
tourism and cultural sustainability. The following section provides an outline of the
structure of this research study.

1.5 Outline of the Thesis
The thesis follows a well-established structural pattern and the sequence is set out as
follows:
Chapter 2 builds on this introductory chapter and offers a review of the relevant
extant literature. This chapter sets the context for this study by examining the
growth in food tourism and its links to sustaining a region’s culture. In Chapter
Two, the background for this phenomenon is explored in greater detail.

First,

culture, what it comprises and what impacts it are explored. The importance of
understanding the role local culture can play in sustainable development and the
importance of preserving cultural diversity is then outlined. This is followed by an
investigation of the concept of sustainability, its origins and the need for sustainable
development within a general and tourism context. This leads on to an exploration
of cultural tourism and the concept of cultural authenticity within the tourism sector.
Chapter Two then explores the growth of food tourism.

This includes an

examination of the link between food and culture, as well as the notion of food
tourism as a means of preserving traditions, sustainable development and
representing cultural traditions. Finally, Chapter Two examines the main factors
impacting Irish culture. This is followed by an investigation of tourism in Ireland
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together with the notion of authenticity within the Irish tourism sector. The growth
of food tourism in Ireland, together with an exploration of Ireland’s historical links
to food-related heritage and culture then follows. An examination of the evolution
of Irish food traditions and the role of the Irish tradition of hospitality in food
tourism concludes the chapter.
Chapter 3 sets out the research philosophy and methodology utilised in this study.
Chapter Three begins by outlining the two main research paradigms and the
rationale behind the chosen paradigm. The merits and pitfalls of both quantitative
and qualitative methodologies are explored, as well as the reasoning behind the
research methodology choice made. Chapter Three then examines the suitability of
the in-depth interview as a research tool. The appropriateness of the case study
method is examined.

The choice of sample is then explored together with the

validation behind the selection. The prc- and post-interview process is then outlined.
This followed by an outline of the chosen grounded theory method of analysis and
an examination of the coding process.
Chapter 4 reports the main findings of the study and provides an analysis of these
findings. These are presented in six thematic sections. Chapter Four begins by
examining the first theme of authenticity. The chapter then moves to explore the
notion of food tourism as a means of preserving and reviving cultural traditions.
This is followed by an examination of the role of telling the story behind the food.
Chapter Four further examines the role of the local producer in sustaining cultural
traditions. The chapter then moves to an exploration of the role of food tourism in
creating and sustaining employment.

Finally, the chapter concludes with an

examination of other external influenees on culture.
Chapter 5 is the final chapter in this study and seeks to offer the reader an
amalgamation of the findings and a discussion of the contribution of this research
study to the extant literature on the role of food tourism in sustaining a location’s
cultural traditions. It is argued that the result of this integration is the creation of a
new model outlining the role of food tourism in sustaining a region’s cultural
traditions.

This model details the main influencing factors in this phenomenon.

This model further contributes a new viewpoint on the topic of food tourism and
cultural sustainability and offers a new perspective from an Irish context.
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The

chapter then outlines the limitations of the study, recommendations for practise and
an overall contribution to knowledge. Finally, Chapter Five closes with an agenda
for future research and a final conclusion.

1.6 Conclusion
This chapter provided a background to this research study, based on the primary
theories from the relevant extant literature.

A rationale for the study was also

presented, along with the main aims and objectives of the research. A literature
review which examines the main areas relevant to this study follows in the
succeeding chapter.
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Chapter 2: Literature Review
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2.0 Introduction
This research study aims to investigate the role of food tourism in cultural
sustainability. As noted in Chapter One the primary research question in this study
is: ‘What role, if any, does food tourism play in sustaining cultural traditions in
Kinsale, the English Market and Dingle?’. Chapter One also sets the context for this
study by examining the growth in food tourism and its links to sustaining a region’s
culture. In this chapter, the background for this phenomenon is explored in greater
detail by examining the relevant extant literature on the pertinent topic areas. First,
culture, what it comprises and what impacts it are examined.

The benefits

associated with cultural diversity and the importance of its preservation will also be
outlined.

The concept of sustainability, its origins and the need for sustainable

development within a general context is examined. The impact of tourism on culture
is then explored, followed by an examination of sustainable tourism. The role of
cultural tourism in preserving cultural diversity is also examined. This leads to an
exploration of cultural authenticity within the tourism sector.
Next, the growth of food tourism will be explored, followed by the link between
food and culture.

The notion of food tourism as a representation of cultural

authenticity, and as a means of preserving traditions and sustainable development
will also be examined. The above areas will be investigated in a general and global
context. This exploration sets the background for an investigation of these factors in
an Irish context in the final part of the literature review.
This examination will provide an insight into the relevant extant literature behind
this research project. This offers an understanding of the main theories on these
pertinent areas and outlines the basis for why an investigation into cultural
sustainability in Ireland is timely and relevant.

2.1 An Overview of Culture
Numerous definitions of culture exist, with common threads throughout all. Culture
may represent ways of life, norms and ideas, which can reflect either a homogenous
environment representing the traits of the few, or may reflect a more heterogeneous
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structure encasing the characteristics of a diverse locality (Brennan et al, 2009).
Culture may include family patterns, social customs, museums, monuments,
historical structures, buildings, landmarks, wilderness areas, landscapes, natural
history, and artefacts (Prentice, 1993; Tassell and Tassell, 1990; Weiler and Hall,
1992). Extending this, it is suggested that culture may include ‘living history’ such
as, people, rural customs, folklore, local and family traditions, values, beliefs and
common heritage, native foods, local languages, crafts, literary citations, as well as
flora and fauna (Kneafsey, 2001; McCann, 2001; Pedford, 1996). These elements
outline many of the various features that may be considered part of culture. This
diversity is encapsulated by Brennan et al. (2009:98) who advise that: ‘Culture is a
living thing and consists of elements of the past, outside influences and new locally
developed elements.’

Further expanding its frontiers, it is proposed that culture may also have an
intangible dimension. Intangible culture is described by Kurin (2004:67) as:
The culture that people practice as part of their daily lives. It is the
beliefs and perspectives, ephemeral performances and events that are
not tangible objects of culture like monuments, or paintings, books or
artefacts. It is often described as the underlying 'spirit ’ of a cultural
group.
Extending the boundaries that fall under this definition by incorporating intangible
elements adds another new dimension to the description of ‘culture’ and what it
comprises. This implies that such intangible elements as values and the ‘spirit’ of a
place may also fall under the jurisdiction of culture. Kurin’s description notes that
intangible culture is made up of the activities of day-to-day life, likely to be carried
out unconsciously.

In addition to the above which outlines the diverse and

numerous facets which fall under the term ‘culture’, the distance and scope it
encompasses also remains inconclusive.

This is evident considering that some

authors endorse the existence of a national culture, while others support the idea that
culture may only be observed at a provincial or regional level (Correia et al, 2011).
This suggests that there is an issue with cultural borcers, that is, ‘how far’ culture
extends.

Despite the debate on its constituents, wfetlher it includes tangible or

intangible elements or exists at a national or local level, there is a general
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concurrence that culture is a collective behaviour or meaning among group
members. Hassi and Storti (2012:6) offer a concise definition of culture:

A process that gradually builds up through interaction. Culture
allows individuals to create human societies by defining the
conditions of how people live among each other and together, as well
as, by abiding to social and cultural codes that distinguish them from
other cultures.
Although the above definition advises that culture can be a means of distinguishing
groups from one another, it is not, however, stationary and will evolve over time.
As suggested by Hassi and Storti (2012:6) ‘culture is not rigid’. This implies that
culture does not remain the same indefinitely. The cultural landscape is not a static
or neutral entity, a nation’s character may be ever-changing and the construction of
identity in a place is a diverse and often disputed process (Palmer, 1999; Panelli et
ai, 2003). In a similar vein, Jokilehto (2006) advises culture is not stable and
unwavering but involves both endurance and adjustment, and due to the fundamental
human nature expressed in creativity, the traditional passing on of skills and know
how often means change while simultaneously building up and preserving cultural
identity.

Traditional knowledge and cultural practices are the result of inter-

generational and variable social and common creative practices that reveal and
distinguish a community’s past, social identity and collective ideals. This traditional
knowledge is the result of intellectual pursuit and includes the know-how, expertise,
inventions, and habits that form part of traditional learning systems, as well as
knowledge that is embedded in a community’s way of life and is passed between
generations (George, 2010).

This implies that the traditional elements which

constitute culture are in a constant state of alteration and evolution as they continue
through the generations.

The above has provided an insight into the complex elements that may constitute
culture. Furthermore, it is evidenced that culture is in a constant state of evolution.
Building on this, there are many factors that can affect a region’s unique culture.
Ranking chiefly among these factors is the phenomenon of globalisation and its
encompassing elements, which the following section will explore.
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2.1.1 The Impact of Globalisation on Cultural Uniqueness
Culture, as a topic of discussion, has grown in importance when considering global
development issues. This may be attributed to the increased sharing of cultural
goods, services and intellectual property in world trade, together with the threats that
exist to cultural diversities and identities as a consequence of globalisation (Nurse,
2006). Wittmann (2014:194) suggests that ‘In a broad sense, globalisation can be
defined as a common tenn for social, political, economic and cultural coalescence of
the world’.

This suggests that the end result will be cultural sameness, that

eventually there will be a ‘global’ culture, at the expense of unique cultural
identities. The causes of this can be extended to include changing cultural values in
relation to individualism and community, as well as increased personal mobility and
migration. Furthermore, many aspects of daily life are becoming more globally
homogenous regarding, for example, entertainment, news and food (Bird and
Stevens, 2003; Marsden, 1999). This implies that as there is global availability of,
and access to, the same elements, many aspects of life are influenced by the same
forces, regardless of their origins. This growing homogeneity is credited to social,
political and economic borders which are in a eonstant state of reconfiguration and
re-conceptualisation,
challenging.

and

which

makes

preserving

cultural

distinctiveness

These continuous fluctuations may include shifting boundaries,

allegiances and spaces which are evident as a result of conflicts around the world
and have made the concept of defining identity difficult for many nations, for
example, a single European currency (George, 2010: Palmer, 1999). In a globalised
world, countries or cultures find it hard to exist without contact with the outside
world. This reality of the all-encompassing nature of globalisation is encapsulated
by Aramberri (2001:747) who argues: ’It is becoming plainly impossible to find
communities that live completely outside the global network of economic, political,
and teclmological forces.’ This implies that even the remotest and most isolated of
places will be affected by globalisation. It is advoeated that absence of contact
between groups in the past is what allowed distinct cultures to develop. Now,
however, increased international contacts which are typical of the modern world
oftentimes call for cultural distinctiveness to be put aside, posing a threat to the
survival of unique national cultures (Tovey and Share, 2003).
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It is suggested, however, that the cultural outcomes arising as a result of
globalisation are much less studied than other impacts and are also much more
difficult to define or measure (Machida, 2012). The processes and elements of
globalisation can have many effects on unique cultures, for example, at one end of
the extreme, it is asserted by Bird and Stevens, (2003:396) that ‘global culture is
causing the obsolescence of national cultures’. They suggest that if one considers the
decline in the number of indigenous languages, then this is apparent. They further
suggest that although such a decline is occurring, this is in contrast to increased
interaction and communication, that ‘never before have more people been able to
speak and communicate with one another in a common language’ (2003:398). This
provides an indication that ‘global’ culture is much stronger than ‘local’ culture and
is resulting in the demise of cultural uniqueness. It has been argued that these
difficulties in preserving local culture and identity are particularly applicable for
regions whose economic fortunes are dependent on new structures and policies
(Caftanzoglou and Kovani, 1997).

This suggests that local culture may be

incompatible with the demands of the new culture, implying that local identities and
customs may be forced to disband in the face of global forces, particularly if it is
necessary to ensure economic security.
In another dimension, if the local culture does not disappear entirely, what may
occur is a blending of cultures. Buzan (2010:10-11) suggests: ’Cultures evolve not
only in response to their own internal dynamics, but also because of encounters with
other cultures.’

Adding to this, migration is often an accompanying feature of

globalisation, and is an issue that affects cultural uniqueness and often raises the
question of identity in today’s society (Bhatia and Ram, 2009). This suggests that
exposure to new ideas and customs as a result of migration contributes to cultural
evolution. This also implies that as a result of migration new ideas will be shared
and the new host culture will be influenced.

Furthermore, it implies that upon

returning to the native culture, new ideas gleaned abroad will impact the original
home culture. Tovey and Share (2003), for example, refer to the ‘creolisation’ of
cultures.

This ‘creolisation’ refers to elements of the ‘new’ culture brought by

immigrants amalgamating with elements of the ‘old’ host culture. The result is the
creation of a ‘fusion’ culture.
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When considering the impact of globalisation of national culture Machida
(2012:436) observes that there are generally three main perspectives held when
trying to determine its impact. These are:
1. Homogenisation - This theory suggests that globalisation eliminates the diversity
of local cultures, resulting in the creation of a global culture. Eventually, all nations
will be exactly the same.

2. Hybridisation - This suggests that a blending of cultures will occur, that the old
and new will merge together. A new fusion culture will emerge as a result of the old
and new amalgamating.

3. Polarisation - This view holds that the imposition of one culture upon another
will create great tension and conflict. Where this occurs, one culture will try to
preserve its own uniqueness by rejecting the other.
The above outlines three possible outcomes that arise as ‘local culture’ encounters
‘global culture.’ Building on this this, Hassi and Storti (2012:4) refer to ‘the thi-ee
scenarios

of the

interaction

between

globalisation

heterogenisation, homogenisation and hybridisation’.

and

culture,

namely

The ‘heterogenisation’

scenario proposes that the core of the original culture remains unchanged and whole,
that the new imposed culture will have little effect on the original.

The

‘homogenisation’ scenario refers to an end result of ‘cultural convergence’ or
‘global culture’, that is, eventually there will be no distinction between the new and
old. ‘Hybridisation’, then, suggests that both global and local elements will mix to
form a new hybrid culture (Hassi and Storti, 2012). Reflecting on the proposals of
both Machida and Hassi and Storti, it could be argued that the outcome of ‘global’
culture encountering ‘local’ culture will be one of three scenarios. The first scenario
is that culture will become uniform with no distinction between new and old. The
second is that both cultures will remain independent and unrelated. In the third
scenario, elements of both the new and old will amalgamate to form a fusion culture.
It is evident that when ‘global’ culture meets ‘local’ culture, an impact of some sort
will occur.
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Whether resulting in homogenisation, hybridisation or polarisation, it is agreed that
globalisation will leave an impression on native cultures. This has resulted in efforts
to preserve distinct cultures. It is noted by Brennan et al. (2009) and Day (1998)
that local culture is rarely considered, or given very little attention, when discussing
development issues, with decisions being taken for the most part at national level. In
the past, local culture may have been considered a restraint or drawback to
modernisation and development, and that the loss of local customs and communities’
culture was a necessary measure to ensure economic survival (Brennan et al., 2009;
Day, 1998). It is recognised that where a threat exists to the survival of distinct
cultural expressions, measures should be taken to prevent this (UNESCO, 2013). As
a consequence of this, efforts have been provoked to protect local cultures and ways
of life.

This can be witnessed, for example, considering the United Nations

Convention on the Protection and Promotion of the Diversity of Cultural
Expressions 2005. This advises that:

Cultural diversity is a rich asset for individuals and societies. Cultural diversity
needs to be protected, promoted and maintained as it is an essential requirement for
the sustainable development of present and future generations.
Culture is one of the impetuses of developments. Cultural aspects of development
are of equal importance to economic aspects and peoples have the fundamental right
to participate in these cultural aspects.
Those in charge of policy making should endeavour to integrate culture in their
development plans at all levels for the creation of conditions conducive to
sustainable development and within this framework, foster aspects relating to the
protection and promotion of the diversity of cultural expressions.
(UNESCO, 2013: 5-6)

The above recommendations outline international recognition of not only the many
assets that cultural diversity offers to society, but also the necessity of taking
measures to ensure its survival.

Cultural activities should be valued not only

commercially, but also because of how they express identities, beliefs and meanings.
Diverse cultural expressions need to be protected as they can be a source of
creativity and innovation and are also important as a source of social inclusion
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(UNESCO, 2013).

In another vein, McKercher et al. (2005:539) suggest that

‘culture as a tourist attraction can be a powerful force in arguing that a region’s
historic, cultural, religious and industrial past should be conserved.’ With so many
threats existing to the survival of distinct cultures, efforts are being made by
individual countries to try to preserve cultural uniqueness. Japan, for example, has
passed legal protection for certain elements of cultural heritage, protecting those
products which are rich in historical or artistic value such as manners, housing,
clothing and customs relating to food (Jokilehto, 2006). On a similar note, Aikawa
(2001:14) discussing the concept of intangible cultural heritage recommends that
policy makers and the public should pay greater respect to their traditional culture
and recognise the necessity of preserving it. Aikawa further notes that traditional
cultures need to be revitalised by adapting them to the contemporary world, and it
should not be attempted to crystallise cultures as they are constantly evolving;
cultures must also be allowed to develop freely and not forced to stagnate as they
are.

Moreover, it is suggested that intangible cultural heritage such as spiritual

values may act as ‘symbolic references’ and help in the recovery of national identity
in a globalised world of‘uniform economic and cultural space’ (Aikawa, 2001:14).

Additionally, it is advocated that the role of the local populations and communities
who produce these cultural expressions is crucial, and this role should be recognised
by policy makers (Aikawa, 2001).

Consideration should be given to the local

populations and communities that are living the day-to-day culture, those who are
involved in the actual cultural production. McCann et al. (2001:58), for example,
note that:

The beauty and wisdom of folklore and traditional culture are
produced by particular people, and without them would not exist.
There can be no folklore without the folk, no traditional culture
without living participants in a tradition. The well-being of these
agents of creation - whose strength and numbers are threatened daily
by well-known forces such as ethnic cleansing, economic
marginalisation, a global entertainment industry and religious
fundamentalism - must be placed at the centre of international
cultural policy. The important role that folklore and traditional
culture play in contemporary society needs to be specified in policy.
They do nothing less than validate the social identities of citizens and
empower them for creative problem solving. Public recognition of
these aesthetic achievements, philosophical visions, and ethical
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understandings helps mobilise the creative energies of individuals to
engage in a dialogue about the present and future.
As can be seen from the above statement, due consideration needs to be given to the
protection of local communities and their ways of life.

This is evident in the

reference to placing these matters in the centre of policy making.

The above

quotation also outlines the many roles that diverse local communities may contribute
to society, together with the necessity of protecting them. Furthermore, it is advised
that the cultural performances by the local populations can be used to foster
intergenerational communication, maintain traditions and help in preserving a
place’s identity (McCann et al, 2001). This implies that the protection of such local
populations is crucial in ensuring the continued sustainability and safeguarding of
diverse traditions and character.

This section outlined the many elements that can constitute culture. The diverse and
various factors that can impact a place’s culture were also explored. It was outlined
that these threats emanate chiefly from the processes and elements associated with
globalisation. The all-encompassing nature of globalisation was explored, together
with the possible outcomes that may arise when ‘global’ culture encounters ‘local’
culture. Furthermore, the contribution of diverse cultures to society as a source of
creativity and in the preservation of traditions was examined, together with the
necessity of protecting cultural diversity. A further section in this literature review
extends this concept and explores the role of cultural tourism in the survival of
cultural diversity.

The subsequent section introduces the concept of sustainable

development.

2.1.2 A Background to Sustainable Development
The concept of sustainability has become entrenched in many development
arguments concerning various issues such as land use, education and the
environment, and the variety of subjects into which sustainability can be pertained to
has increased (Alipour et al, 2011; Bridger and Luloff, 1999). Sustainability not
only takes into consideration economic and environmental factors but also addresses
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social sustainability with respect to cultures and lifestyles, value systems and
traditional practices of those impacted (Choi and Sirakaya, 2006). Furthermore, it is
proposed by Salonen and Ahlberg (2012) that the ‘freedom’ of future generations is
paramount to any discussion on sustainability. The notion of freedom to practice
‘culture’ and its sustainability is included in this concept. Bridger and Luloff (1999)
assert that the protection of minority cultures is as significant to the core message of
sustainability as are the environment and economy and strongly advocate that
success requires sustainable development coming from the local level, rather than
coming from a national or global message.

Day (1998) suggests that some

traditional practises which were seen as outdated and impractical now have a
significant similarity to conditions which are conducive to sustainable development.
Day provides the example of regions in rural Wales where it was found that
economic schemes enforced on regions from ‘outside’ generally were unsuccessful
as they failed to take into account social structures and customs.

This was in

contrast. Day continues, to successful schemes which were embedded in the local
community and existing social structures, which in the past were considered to ‘hold
no special value’ (1998:90). Day’s study outlines the importance of understanding
and considering how local social structures can play a crucial role in the success of
economic endeavours.

Additionally, the study highlights the importance of the

necessity of incorporating local people into development plans and heeding their
advice. Despite this, the destiny of many areas is often decided from far away, the
policies that are implemented ‘are frequently formulated outside the community with
little regard for local social, economic, or environmental consequences’ (Bridger and
Luloff, 1999:382). In another vein. Berry and Ladkin (1997) suggest that enterprises
at local level often face difficulties in applying sustainable practices due to a lack of
support and clarity, or advice on how to translate general sustainability principles
into actual feasible production. While the notion of sustainability has extensive
support it is proposed that there is a lack of ‘operational clarity’ associated with the
term (Weaver, 2011:1). This suggests that although the concept of sustainability has
been widely embraced, it is often in a rhetorical context, and not translated into
workable practice. Attempts at sustainable development should consider that local
culture can play a key role in implementing sustainable plans. As Day (1998:97)
encapsulates local culture can be: ‘A vital potential resource and vehicle for
development since genuine development seems most likely, and capable of being
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sustained, when economic arrangements are properly embedded in local social and
institutional patterns.’ This suggests that at the very least, an understanding of local
culture, if not an incorporation, is needed for successful sustainable development.
Though many variations on the definition of sustainable development exist, it could
be fundamentally condensed into the description of meeting ‘the needs of the present
without compromising the ability of future generations to meet their own needs’
(World Commission on Environment and Development, 1987:43). According to
Day (1998:98) sustainability should be: ‘A prerequisite for true economic success in
any context, since it helps separate real development from mere short term
improvements.’

The need for discussions on sustainability is encapsulated by

Garrod and Fyall (1998:200) who advise that:
Many have compared the extant state of affairs as being like drawing
cheques on the bank accounts of future generations without any
intention of repaying the monies that have been borrowed. The
clarion call has therefore been for a revised vision of what constitutes
economic progress, and for appropriate steps to he taken to ensure
that today’s economic development is not achieved at the expense of
future economic development.
The central aspiration is, according to the above statement, to bring together the
seemingly

opposing

ideas

of environmental

preservation

and

economic

development. In the interests of intergenerational fairness, today’s activities must
not adversely affect future generations’ economic and environmental welfare, such
as access to unpolluted air, water and soil and mineral resources (Garrod and Fyall,
1998). According to Alipour et al. (2011:33) the concept of sustainability has for
the past number of years been entrenched in all arguments relating to ‘resources,
land use, development, construction, energy, environment, consumption and
education’.

There is a concurrence that at its most basic level, sustainability

involves the responsible use of resources so as not to have a detrimental effect on
future populations’ quality of life. As Salonen and Ahlberg (2012:13) summarise:

Sustainability and responsibility are linked. The future of the planet
Earth is in our hands because we have power over the poorest ofpoor
people, animals, plants and ecosystems. A very basic question is how
to maintain the current human capabilities and opportunities and to
support their expansion so that future generations will have the same
capabilities andfreedom as we do.
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The above quotation outlines the eentral aspiration of sustainable development, that
is, the responsible use of resourees which will ensure quality of life for future
generations. This is encapsulated in the following representation, adapted from the
Brundtland Report (WCED, 1987), which proposes three pillars of sustainability:
Figure 2.1 The Three Pillars of Sustainability
Environment

Economic

Social

Source: Adapted from the Brundtland Report (WCED, 1987).
As outlined in Figure 2.1, the aim is to achieve a balance between the three pillars,
without focusing on one and adversely affecting another. Hardi and Zdan (1997)
summarise this concept advising that sustainable development is the persistence and
efforts of people and their communities to protect their habitats indefinitely. They
advise that this can be achieved by continuously striving to manage and improve
human, environmental and ecological ecosystems, but none at the expense of
another.
The 1992 Earth Summit in Rio de Janeiro, Brazil introduced Agenda 21, of which
the ultimate goal is to accomplish a sustainable living for all the earth’s people for
generations to come (Sitarz, 1994). The focus of the document is on sustainable
development for economic, environmental and social dimensions and how they
could be carried out in a holistic manner. It was also suggested that developing
regional and local good practice models would help countries achieve their
sustainable development goals (Miyazawa, 2012). Sustainable development places
emphasis on social equity, environmental responsibility, protecting and improving
the quality of life for communities, as well as involvement and empowerment at
local level (Sebele, 2010). According to Chambers and Conway (1992) livelihoods
are sustainable when they can manage and recuperate from shocks and hassles, can
preserve or augment their abilities and resources while at the same time not weaken
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their natural assets. Bridger and Luloff (1999) support this theory advising that a
key coneept in sustainability is the maintenance of present and future means. While
it is acknowledged (Choi and Sirakaya, 2006) that there are no official agreements
on what actually constitutes sustainable development, or on how it will be
implemented or monitored, it has become a general standard to which nations aspire.
Previously and similarly, Bridger and Luloff (1999) propose that there are two views
of sustainable development - the constrained growth definition and the resource
maintenance definition. First, the constrained growth approach, while advocating
growth in a slower and environmentally considerate way, the main goal is still
growth.

It is suggested, however, that such an approach may be used as a

‘smokescreen’ to appease resistance to growth as it is recognised that current
consumption patterns are already exceeding what resources can manage. Second,
the concept of resource maintenance recognises that all resources are not renewable
and infinite and care must be taken in their maintenance and conservation. In the
resource maintenance theory, environmental and ecologieal considerations are
equally as important as economic ones. It is argued that in practise both definitions
are harder to distinguish between.

The concept of intergenerational equity, which

means that the manner in which resources are presently being used will not diminish
them for future populations, is valued by both sides (Bridger and Luloff, 1999).
The above offers an insight into the concept of sustainable development.

It also

provides an insight into the necessity of understanding, protecting and utilising
economic, environmental and socio-cultural resourees when considering sustainable
development. Tourism is often advocated as a means of sustainable development
and is diseussed below.

2.2 The Growth of Tourism
According to the WTO (2015), receipts from international tourism reached
approximately 987 billion euro in 2014. Furthermore, international tourism accounts
from 30% of the world’s exports of services and 6% of total exports (WTO,
2015:14). There are many reasons for the growth of tourism in peripheral, urban and
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rural areas.

Chief among these reasons is that tourism is a route to economic

development. In employment terms, the travel and tourism industry is the world’s
largest industry (Caldwell and Freire, 2004). It is advocated (Higgins-DesbioIIes,
2006) that tourism is viewed as being less harmful than other industries and offers a
number of advantages as a means of economic development. Tourism, for example,
is created where it is used, that is, it is necessary for the tourist to visit the
destination, and tourism generally requires a large labour force. Moreover, tourism,
by its very nature, is attracted to isolated, marginal areas which have scarce
alternative economic opportunities. In some of the developing and least-developed
countries in the world, tourism is a growing industry, including parts of China,
Myanmar, Vietnam, Laos and Cambodia. As a result, regions can experience an
increase in financial security. Additionally, small businesses can grow by producing
goods such as local crafts and food, and local cooperatives can be established thus
benefitting local communities as a whole (Boniface and Cooper, 2009).
Peripheral and rural areas have long since looked to tourism to improve their
economic outlook (Cawley and Gillmor; 2008; Fleischer and Felenstein, 2000;
Sharpley, 2002).

In rural areas where economic activity is falling and numbers

emigrating are high, tourism can act as an agent for growth. In situations like this,
tourism offers alternative economic opportunities. In regions with few employment
prospects, low population growth and a declining image, tourism can be an attractive
means of rejuvenation. Tourism may often represent the most suitable means of
economic advancement for a region, without negatively impacting on its culture
(Briedenham and Wickens, 2004; Rosentraub and Jooa, 2009; Sautter and Leisen,
1999).

This can be witnessed, for example, in Montanari and Staniscia’s (2009)

study on the Apennines of central and southern Italy. Their study illustrated how the
introduction of tourism to the mountainous regions offered the local population an
economic opportunity where few others existed.

Similarly, a greater number of

cities are turning to tourism as a means of generating employment in areas which are
economically disadvantaged. As a result of global restructuring, many cities have
been deindustrialised and the service sector has emerged as the primary means of
employment (Russo and van der Borg, 2002; Teo and Yeoh, 1997).

By staging

events such as festivals, craft exhibitions, and markets, cities and towns can attract
tourists to the area, thus generating economic activity. Moreover, tourism can also
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play a role in enhancing the image of the community, building community pride and
preserving local culture (Baptista Alves et al., 2010; Rosentraub and Jooa, 2009;
Higgins-Desbiollles, 2006; Russo and van der Borg, 2002).
Although the above provides an insight into some of the benefits that tourism can
offer regions, particularly as a means of economic security, the introduction of
tourism may also have a negative impact on an area. These drawbacks may be of an
environmental, economic or social nature.

Hudman and Jackson (2003), for

example, suggest that large numbers of people descending on an area, even if their
stay is brief, will have an impact on its culture, politics, economy and natural
environment.

They further note that in many places, pressure to develop the

economy has often taken preference over environmental concerns.

It is also

suggested that introducing tourism to certain areas, can result in an over-reliance on
the industry as a sole means of economic development allowing the area to become
more vulnerable in the long run.

Additional negative impacts for the host

community may include low-paid, seasonal work and overcrowding (Briassoulis,
2002; Swarbrooke, 1999). The issue of seasonality is explored further by Cuccia
and Rizzo (2011) who advise from the tourism workers point of view, seasonality
means low job security and unemployment in the off-season; for the providers it can
mean low utilisation of resources in the off-season; for the host destination it can
result in congestion and place a strain on public services such as water and waste
controlling; and for the tourist it can mean paying higher prices in peak season.
Additionally, in some host communities, locals have to work their everyday life
around tourism (Lickorish and Jenkins, 1997; Moscardo, 1996). Moreover, in some
destinations, unregulated and rapid tourism development has resulted in hastily
constructed hotels and other tourism facilities which negatively affect the
appearance of the area (Theobald, 1994). This is illustrated in a study by Saveriades
(2000:148) which highlights how the formerly peaceful fishing village of Ayia Napa
in Cyprus has been transformed by tourism into a bustling tourist resort, where
village life has had to adapt to the tourism industry:
As a result, traditional tranquillity associated with village life was
affected and the lifestyle of the local inhabitants has been
permanently disrupted by the physical presence of tourists. In
addition, the character of the area lacks depth and appears
superficial, with no sensitivity in layout of building form, a
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development which rather resembles a stage set in which tourists are
the actors. There have also been detrimental effects on the natural
environment and resources.

The above quotation outlines how tourism has negatively impacted not only on the
physical appearance of the island, but has also adversely affected its character and
the lifestyle of locals.

Sharpley (2002) also investigated the impacts of tourism in

Cyprus, and points out that the industry was deemed unsustainable, with major
pressure being placed on its environmental resources. In a similar vein, a study by
Merhav and Killebrew (1998) of cultural sites in Israel examined how the building
of tourist facilities had a negative impact on the surroundings.

In addition to

contributing to economic inequality, Cleverdon and Kalisch, (2000) suggested that
tourism also strengthens social disparity and can have a negative impact on local
culture. The following section will explore this concept in greater detail.

2.2.1 Effects of Tourism on Local Culture
Murphy (1994) suggests that it is becoming ever more impossible for even the
remotest communities to maintain their cultural traditions and live free from tourist
scrutiny.

This implies that the lifestyles and customs of even the most distant

communities are likely to eventually be affected by tourism. This is comparable to
research on the impact of globalisation on local cultures, where it was outlined
(Aramberri, 2001) that it is becoming increasingly difficult for even the most
isolated regions to remain outside the influence of globalisation.

Introducing

tourism to certain communities can result in a loss of, or diminished, traditional
values, ways of life and social organisation. In many cases, tourism has resulted in
untold damage to the host community’s environmental and socio-cultural
environments (Choi and Sirakaya, 2006; Smith and Krannich, 1998). This can be
witnessed in a study of Crikvenica, Croatia by Logar (2010). The study found that
Crikvenica had changed from a small fishing village to one where tourism holds
sway, with many fishermen abandoning their traditional way of life to find work in
the tourism industry. The same study also revealed that the introduction of tourism
led to an influx of people from outside the area who built second homes there, with
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the locals believing that local customs and values were being eroded because of this.
Some of the negative elements associated with tourism are outlined by HigginsDesbiolles (2006:1193) who provides a useful summary of its ill effects:
Tourism has succumbed to the effects of ‘marketisation’, which has
been effected by the dominance of ‘neo-liberal ’ values in much of the
global community. As a result of such dynamics, tourism industry
leaders are able to harness tourism’s opportunities for their own
private wealth accumulation and commandeer scarce community
resources far their purposes.

The above statement makes reference to ‘commandeering’ scarce assets and the
imposition of “neo-liberaT values’ on the host community. This implies that those
who are represented in this category are utilising the natural and cultural resources
of communities for their benefit alone, to the disadvantage of the local populations.
This suggests that local values and traditions are under threat as a result of such
dominance. This is again reflective of a proposition by Bird and Stevens (2003)
who suggest that globalisation can have a detrimental effect on native customs and
ways of life. The above quotation also refers to the ‘resources’ on which tourism is
often based.

These resources must be managed when tourism is introduced;

however, such resources are often the source of contentious debate. This concept is
explained by McKercher et al. (2005:540) who suggest that:
Conflict, or the potential for conflict is most likely to occur when the
power balance between stakeholders shifts, empowering one and
disempowering the other. Tourism is ideally suited to become a
conflict inducer for it often represents a powerful, new stakeholder
with different values to existing stakeholders.

The above quotation draws attention to the conflict of interest that may occur when
limited resources are involved. This implies that if resources are finite and scarce,
the host community will seek to protect them from the new stakeholder. Oppositely,
then, it is implied that the new stakeholder will seek to dispossess the existing
stakeholder and use these resources for their own benefit. As Haukeland (2011:133)
proposes tourism development can be faced with ‘dissimilar cultures and social and
economic dependencies’. This suggests that the same resource can mean different
things to many different stakeholders.
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There is a general concurrence that there is much complexity involved in managing
destinations and the support of all stakeholders is necessary. This complexity is
explained by Swarbrooke (1999) who suggests that destinations are difficult to
manage due to a number of reasons.

Destinations may exist, for example, at

different geographical regions, and their management is in the hands of both public
and private sectors.

Additionally, destinations are made up of many individual

products, and most encompass an immense array of stakeholders (Swarbrooke,
1999). Conflict can occur when the balance of power shifts between stakeholders,
and existing stakeholders lose out on the use of natural or cultural resources.
McKercher et al. (2005), for example, highlight how the number of players in the
tourism industry can make management complex. Core stakeholders can usually
solve differences between themselves, but it is when external, peripheral
stakeholders force their own interests and ideals upon the locality that problems arise
(McKercher et al, 2005). More recent research by Ruiz-Ballesteros (2011) adds to
these reasons and suggests that there usually is a strong and definite sense of
territory among communities. Because of this, there is often a struggle between
those pursuing an activity and those thought to be interfering with this pursuit. This
implies that failing to take into account local social structures and culture is not
conducive to successful development. This is reminiscent of the notion explored
earlier (Bridger and Luloff, 1999; Day, 1998) that often decisions are imposed on a
region from far away, with little consideration given to the valuable asset that an
understanding of local culture may represent for development. Vasudevan (2008)
builds on this and suggests that harmony among internal stakeholders is crucial as it
is they who provide the actualisation of the experience. This suggests that having
the support of all stakeholders, particularly the local community, makes it easier to
market the destination.
Furthering this, it is recommended that marketing a destination should begin with
the local community, which involves turning local residents and businesses into
ambassadors for the destination (Hospers, 2010; Stephens Balakrishnan, 2008). This
can be witnessed in Haukeland’s (2011) study of a national park in Norway which
outlines the necessity of including local stakeholders in the planning process. The
study also illustrates that local businesses must be taken into consideration, and that
trust is crucial among the various parties involved. It is further proposed that in such
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situations it is necessary for all affected individuals to work together to generate
ideas and resolve conflict (Matarrita-Cascante et al., 2010).

In a similar vein, the

importance of understanding networks is much explored in stakeholder research.
Saxena and Ilbery (2008:236), for example, suggest that, ‘networks enable actors to
search for, obtain, and share resources, engage in cooperative actions for mutual
benefits, develop collective vision, diffuse ideas, and mobilize resources.

It is

proposed that social connections among stakeholders or actors in a situation are
important to development plans. It is further suggested that understanding social
embeddedness is crucial (see Aylward, 2009 and Capriello and Rotherham, 2008;
Power, 2011).
In another dimension, it is advocated by Okumus et al. (2007) that destination
marketing should not only aim to increase the number of tourists travelling to a
region, it should also aim to enable sustainable tourism development. The concept
of sustainable tourism, which is often lauded as a means of development for many
areas is explored in the following section.

2.2.2 The Demand for Sustainable Tourism
It is suggested by Chambers (2009) that the tourist of the future will call for
standards of sustainability; the tourist will see value in environmental stability and
demand that certain levels of sustainability and socially responsible tourism be met.
The need for sustainability within tourism has come about because tourism draws
heavily on a place’s natural, historic and socio-cultural resources, as explored in the
preceding section. Tourism can have a devastating effect on such resources and it
must be managed to avoid such occurrences (Berry and Ladkin, 1997; Ekinci, 2014).
As proposed: ‘obsolescence and depreciation of historic heritage, destruction of
natural resources/splendour, and degeneration in socio-cultural values have
compelled individuals, institutions and societies all over the world to take some
counter measures’ (Ekinci, 2014:185). In another vein, Murphy (1994) points out
that from a tourism point of view, it makes sense to consider all facets of
sustainability as tourism involves the selling of the tangible and intangible
environment. Adding to this concept, it is suggested by Kimmel et al. (2015) that
proper consideration on the part of those implementing tourism needs to be given to
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the management of environmental resources, together with the impact on local ways
of life. This will ensure that the product or resources which are the basis for the
tourism experience are utilised in a manner that will not negatively impact the
environment or local culture and quality of life.
Sustainable tourism descriptions derive from the overall concept of sustainability,
whereby the goal is to utilise resources without diminishing them for future
generations.

Although there are a variety of definitions available for what

constitutes sustainable tourism, the core message in each is the long-term viability of
the destination with regard to its physical and socio-cultural environment.

As

Godfrey (1998) argues, while the definition may remain elusive, the rationale and
objectives are the same. The WTO (1999:10) advises that:
All the stakeholders in tourism development should safeguard the
natural environment with a view to achieving sound, continuous and
sustainable economic growth geared to satisfying equitably the needs
and aspirations ofpresent andfuture generations.
The above definition gives equal attention to all stakeholders, with an emphasis on
the responsible use of resources so they will not be diminished for future
generations.

This is in line with the WCED’s (1987) proposal on sustainable

development noted previously, that is, the needs of the present must be met in a
manner which will not compromise the ability of those in the future to meet their
own needs.
Garrod and Fyall (1998) acknowledge there are general codes of conduct and
guidelines with respect to sustainability for the tourism sector. They also argue,
however, that it is the vagueness of such guidelines that often cause the tourism
sector to fail in embracing the main concept of sustainability and put it in to
workable practice. Likewise, Harrison et al. (2003) suggest that sustainable tourism
can mean many different things depending on which stakeholder is concerned, and is
generally based on guidelines rather than specific ideas and suggestions. According
to Weaver (2011) backing for the concept of sustainability has become an almost
collective theme in the tourism sector. Weaver proposes that for the main so far,
tourism enterprises, such as hotels, have put in place small changes which have not
dramatically impacted the business, for example, the use of linen-reuse signs. The
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reason for this he continues, is that most consumers are superficially concerned with
sustainability practices and so there exists no major pressure for the industry to
radically transform its ways of doing business.
Despite the above authors noting that sustainability may be a superficial concern for
many, there are several factors which have made international organisations choose
sustainable tourism as a means for development. Not least among these factors is
the emergence of the environmentally conscious consumer who is mindful of the
impact tourism may have and demands that certain levels of sustainability be met
(Chambers, 2009; Hall et al., 2003). According to the Commission on Sustainable
Development (1999) tourism has the potential to contribute to economic, ecological
and social development which is sustainable for a number of reasons. They suggest
that tourism has less of an impact on the location’s natural resources than the
majority of other industries. Furthermore, tourism is fundamentally about enjoying
the natural environment, culture and heritage of an area, thus offering a stimulus to
protect such resources. Building on this, tourism offers economic motivations to
protect natural environments which might otherwise be used for alternative means of
economic development and which may be more damaging to the environment
(Commission on Sustainable Development, 1999). Adding to this, Siemens (2007)
suggests that tourism enterprises often have the resources to begin with and so offers
few obstacles to establishment, that is, the barriers to entry are low as tourism is
often built around existing natural resources and culture. This implies that with
responsible management of resources, tourism can meet the need for economic
security, without adversely affecting environmental and cultural dimensions.

It is advised by Choi and Sirakaya (2006) that the success of sustainable tourism
must be based on a number of dimensions.

This includes recognising that all

activities must be economically viable and optimized, with the monetary benefits
fairly dispersed in the community, together with an acceptance that the natural
environment and resources are not indestructible and can be exhausted. Natural
resources, therefore, must be respected and protected, as well as prioritising respect
for local identity and culture, thus providing for socio-cultural sustainability (Choi
and Sirakaya, 2006). In concurrence with this. Weaver (2011) advises that there will
be effects from every form of tourism, and supports the view that these costs must be
38

managed in a way that has the least impact with respect to the environment,
economy and culture. Furthermore, discussions on sustainable tourism also need to
take into account financial sustainability. Lonyszyn and Terefenko (2014:454), for
example, recommend that any sustainable tourism plans need to ‘ensure viable,
long-term economic operations’.

This implies that as well as considering

environmental and socio-cultural impacts, development plans need to be financially
sustainable to guarantee success.

In another vein, other pre-requisites for successful sustainable tourism are suggested
by Briassoulis (2002:1066) who adds that the question of the ‘commons’ or
‘common pool resources’ must be dealt with when referring to sustainable tourism
development. Such ‘commons’ include natural and human created resources such as
the atmosphere, oceans, wildlife, forests, urban spaces, ports and transportation
systems. The management of these common resources must be carefully controlled
so as not to negatively impact the lives of the host community, while at the same
time meeting the desires of the tourist (Briassoulis, 2002). This is reminiscent of the
stakeholder theory discussed above (Haukeland, 2011; Vasudevan, 2008), that is,
that all stakeholders must be satisfied in order for development plans to work
effectively.

Furthering this, Briassoulis (2002) previously advised that when

development is being discussed, a holistic approach must be taken, one which
considers all stakeholders point of view, and locals must be empowered to decide
and implement a course of action themselves. Building on this, a study by Sloan et
al. (2014) encompassing Peru, Brazil, India, Sri Lanka, Bhutan, Thailand and India
outlined how the involvement and empowerment of the local community through
employment in a sustainable tourism initiative contributed to socio-economic
development and the success of the scheme. Their study illustrated the role played
by the local community as stewards of customs and traditions.

It was also

highlighted that the cooperation and participation of the local community was
crucial in representing ‘real’ culture and contributing to the actualisation of the
experience. This is further reminiscent of the earlier proposition by McCann et al.
(2001) which outlines the crucial role played by local populations in maintaining
traditions. This is in line with the WTO (1999) who advises that responsible tourism
must include respecting traditional values, culture and practices of indigenous
communities and must be conducted in harmony with the host’s laws and value
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systems.

This implies that for tourism to be sustainable there is a need for an

inclusive, holistic approach which is not damaging to the physical environment or
does not lead to the detriment or demise of traditional culture and values.

Table 2.1 Summary of Sustainable Development and Tourism Studies
Author/s

Methodology

Key Theme

Saveriades, (2000)

Survey

Tourism

may

cause

depletion of natural and
socio-cultural resources
Briassoulis (2002)

Desk Review -Literature

Local resources vulnerable
to tourism

Sharpley (2002)

Case Study

Need for alternative to
mass tourism

Bridger and Luloff (1999)

Desk Review - Literature

All stakeholders must be
represented

Sautter and Leisen (1999)

Desk Review - Literature

Important

to

relationships

maintain
between

affected stakeholders
Day (1998)

McKercher et al. (2005)

Desk Review - Literature, Need to consider local
Case Comparison

culture

Interviews

Need

to

consider

all

stakeholders
Saxena and Ilbery (2008)

Case Study

Important to understand
networks

Weaver (2011)

Desk Review - Literature

Difficult

to

sustainability

translate
principles

into workable practice
Moscardo (1998)

Desk Review - Literature

Need

for

awareness

among visitors
Matarrita-Cascante et al, Case Study

Important to foster local

(2010)

relationships

Choi and Sirakaya (2006)

Delphi Method

Holistic

approach

tourism needed
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to

Sebele (2010)

Case Study

Host

community

need

proper training
(Source: Varied Literature [998-2011)

The above table outlines how traditional mass tourism can have a detrimental effect
on an area’s natural and cultural resources. The need for an alternative form of
tourism, in the form of sustainable tourism, is evident.

It is apparent from the

relevant literature that the local community, and an understanding of local culture, is
crucial in successfully implementing development plans.

It is also outlined,

however, that the terms ‘sustainable development’ and ‘sustainable tourism’ are
vague and often difficult to implement in concrete practice.

The above section outlined the need for an approach which is considerate of cultural
values and traditions.

Food tourism is proposed as such a route to sustainable

tourism development, which Section 2.4.5 explores. Furthermore, food tourism is
considered to be a branch of cultural tourism. The following section explores this
concept in greater detail and examines the role of cultural tourism in sustaining
culture.

2.3 An Outline of Cultural Tourism
Richards (1996) points out that the definition of cultural tourism may be elusive as it
is so broad a term and has been applied to tourists’ consumption of all things
cultural, such as arts, customs and tradition. Hennessey et al. (2014) agree that the
term ‘cultural tourism’

is unsettled, suggesting that although the general

concurrence is that it involves the consumption of culture, the motivations behind it
and what qualifies as cultural tourism are debatable. A definition of cultural tourism
is offered by Sillerberg (1995) as those from outside the host destination who have
come to visit as a result of their interest in the place’s history, art and lifestyle.
What constitutes a cultural tourism product can be very extensive. Both rural and
urban areas can possess cultural products which can be commoditised and developed
into cultural tourism. From the point of view of the actual destination, cultural
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heritage not only forms part of the identity of the area, it can be used to stimulate
economic activity and investing in cultural tourism can be a way of securing a
sustainable economic sector (Alberti and Giushi, 2012; Russo and van der Borg,
2002). Bachleitner and Zins (1999) propose that the benefits of cultural tourism are
threefold: on a regional level it can boost business for already established tourism
enterprises, together with creating new economic opportunities; on an economic
level cultural tourism can increase the attractiveness of an area to new businesses;
and on a residential level it can contribute to a feeling of identification and the
preserving of local heritage.
tourism attraction.

The countryside in itself may represent a cultural

Kneafsey (2001), for example, explores the idea of the

countryside becoming a cultural tourism commodity, suggesting that the countryside
is gradually becoming more of a merchantable product representing traditional
cultures and authenticity.
Adding to this, George (2010) suggests that culture that was passed naturally and
socially through the generations is now often viewed as a product for consumption.
This suggests a realisation among hosts that cultural traditions may potentially be a
marketable commodity and could represent an economic opportunity. The following
statement from Urosevic (2012:67) furthers this:

In the globalized world of unified values and dramatic economic,
political and social changes, tourism becomes an opportunity for
cultural and social contact, communication and cultural exchange. A
growing need for confirmation of local cultural identities as well as
the tourists search for identity could be seen as a response to the
globalization of cultural trends.

The above quotation implies that as a result of increasing cultural coalescence,
people are searching for ‘real’ and unique cultures. It is proposed that human nature
has a deep yearning for ‘tangible relics’ of nature and culture in the form of local
traditions and customs, which are disappearing due to the rapid pace of change in the
world and it is this longing which pushes their preservation and defence (Lowenthal,
2005). This implies a demand for the preservation of culture. This is evident in the
desire among people to return to their roots and find solidity and tradition, with
people turning against the traditional mass tourism product in favour of more
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authentic, specified experiences (Nasser, 2003; Nuryanti, 1996; Richards, 1996).
This builds on the notion explored earlier (Aramberri, 2001) that the reach of
globalisation is infinite and it is becoming increasingly difficult for any community
to avoid its influences. This suggests that the survival of distinct cultures is under
threat and also indicates a desire among tourists to experience this uniqueness before
it is eradicated.

Although cultural tourism is advocated as a means in which to experience unique
and distinct cultures, the manner in which culture is denoted, however, may not be
accurately epitomised. Jokilehto (2006), for example, expresses the view that the
concept of a ‘real’ cultural experience has become fashionable as a selling point for
many types of commercial and tourist products, while not essentially reflecting
honest traditions. This sentiment is extended by Hunter (2011:335) who proposes
that: ‘In tourism, a cultural representation is a person, place or thing indigenous to a
destination that has taken on new meanings to suit the needs and desires of visitors.’
This suggests that culture may be depicted in a manner that will conform to the
expectations and wishes of the tourist to ensure commercial viability, and therefore,
may not be an accurate representation of culture.

This leads to the issue of

authenticity, which the next section will explore.

2.3.1 Cultural Authenticity
According to Chhabra et al. (2003:704) ‘authenticity connotes traditional culture and
origin, and a sense of the genuine,’ that is, authenticity implies unaffected, original,
traditional culture.

It is suggested that authenticity encapsulates truthfulness; it

represents a perfect situation where people can be true to themselves (Jokilehto,
2006). Cultural tourism which is built on a solid foundation of authentic offerings
such as unique cultures, lifestyles and traditions, can be a lucrative economic
activity.

Additionally, the selling of unique cultural attractions can help

communities to preserve and revitalise traditions and customs (Briedenham and
Wickens, 2004: Sharpley, 2002). Palmer (1999), however, makes the point that
although what is considered true identity and authentic is made up of a multitude of
elements such as language, religion, politics, ceremonies, symbols, as well as built
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and natural heritage, the tourism industry has often been criticised for selecting
certain elements to represent culture. Such representations, Palmer argues, allow
individuals to connect with a place and helps in the discovery of identity, and which
allows communication between past and present traditions and values.
There are, however, many perceptions of ‘authenticity’. McKercher and du Cros
(2002), for example, advise that in order to be authentic, the cultural space, that is,
the actual physical environment in which the experience occurs must be genuine,
and if the experience takes place outside of its original setting then the authenticity is
lessened.

They provide the example of different ethnic groups showcasing at

international festivals, proposing that moving outside its associated environment
causes a decrease in authenticity. There is a contrasting view to this, however, as
noted by Sigala (2005) who explores the notion of authenticity as ‘negotiable’ rather
than definitive, and of which perceptions are influenced by social and cultural
norms, history and the consumption of environments by tourists. This suggests the
concept of authenticity is unsettled; it is dependent on varying viewpoints, that is,
what one considers genuine might be completely unrealistic to another.
In another vein, Chhabra et al. (2003) advise that while the notion of authenticity is
often a key attraction of culture, even perceived authenticity can support cultural
sustainability. Jimura (2011) adds to this and suggests that there may exist different
perceptions of authenticity, or different levels, for example, taking part in a
‘cultural’ experience may be enough to satisfy the need for authenticity, even if the
tourist is aware that the experience is not truly genuine. This idea is extended by
Zhou et al. (2013:101) who advise that: ‘Consumers are not interested in objects
originality in an absolute sense but rather in terms of the enjoyment it brings.’ This
suggests that the tourist may be looking for an enjoyable experience, rather than a
truly authentic one.

It implies that the tourist may have already formed views

regarding authenticity. This further indicates that the desire for authenticity may be
on a superficial level, as regardless of whether or not the experience is ‘genuine’, the
key factor is enjoyment. This can be witnessed in an earlier study by Chhabra et al.
(2003) which illustrated how an event, though far removed from its original
situation, was considered authentic by those attending and participating.

The

research was carried out in North Carolina, at a Scottish Highland Games event,
organised by those from the area with Scottish heritage. Traditional Scottish dress
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was worn and traditional games played at the event. The majority of those surveyed
believed that it was a true reflection of Scottish culture, not lessened by its
surroundings. A similar study by Xie and Wall (2002) correlated with this, advising
that the originality of the setting is not indispensable to the authenticity and it is a
judgement by the observer. Xie and Wall (2002) note that authenticity is frequently
created and operated by tourism providers, which they highlight in a study carried
out on folk villages in Hainan, China.

Their study illustrated how the village

experience is based on ethnicity. As part of this experience, ceremonies are re
enacted and ethnic food and souvenirs are sold. It was revealed, also, however, that
distinctions were not made between different ethnic groups, with a generic offering
on display. It was also highlighted how the perception of culture was pre-formed by
the tourists, with tourists seeing what they expected to see rather than realising that
the cultures had evolved over time, thus resulting in an artificial experience.
Similarly, Su (2011) provides the example of‘Nong jia le’ or ‘Happy Farmer Home’
studying certain parts of rural China. This ‘Nong jia le’ tourism concept draws on
the contrast between modern, rapid-paced city life and the ancient, simple,
undeveloped quality of rural life.

This offers urban dwellers the opportunity to

experience the countryside by staying with local farmers where traditional values,
customs and heritage are still a part of everyday life. Tourists are able to engage in
activities such as fruit picking, making herbal medicines and cooking local cuisines
(Su, 2011). The study points out how this has allowed younger generations to return
to their home regions for employment, together with allowing local arts and
traditions to be revitalised. It is further noted in the study, however, that while a
certain degree of success has been enjoyed by both tourists and locals, the tourists
often have pre-conceived notions of an idealised countryside setting and lifestyle
that is far from the actual reality of the labour intensive work experienced by the
majority of the countryside dwellers. Their study also makes the point that farmers
who are supposed to be tending the land are now playing host to tourists, which is
not an accurate representation of their actual lifestyle. Similarly, Sharpley (2002)
suggests that in many situations where authenticity is a selling point it has been
commercially successful, citing the example of agro-tourism businesses in Cyprus,
where younger generations are taking an interest in local crafts and traditions
allowing for the creation of economic opportunities. The study also recognises.
45

however, that such communities oftentimes find it difficult to adopt a more servicebased role than what they are used to (Sharpley, 2002).

This implies that the

experience is not a completely genuine representation of a way of life and further
emphasises the difficulty in finding a ‘true’ cultural experience.
Likewise, Jimura (2011) explores the impact tourism can have on cultural
authenticity on a study of Ogimachi, Shirakawa-mura in Japan. The study illustrates
how the traditional Japanese farmhouses of Ogimachi are now major tourist
attractions. These are encamped within traditional communities, which represent the
tradition of mutual help and community spirit, now in steep decline in the rest of
Japan.

The study also outlines how interest in these ancient farmhouses was

heightened after the collapse of the Japanese economy in the early 1990s, when
people started seeking more traditional aspects of Japanese society. It is highlighted
how Ogimachi revitalised itself through the utilisation of its natural and cultural
resources, with this form of tourism now a major employer in what was traditionally
an economically poor area. The study also illustrates, however, that although a
number of local businesses, such as cafes and folk-museums are directly related to
tourism, locals believe economic success has come at a cost to the local way of life.
The results highlighted that the local perception was that as a result of its success,
the physical site itself was constantly congested, which led to intangible negative
changes in the local culture, such as a notable decline in community spirit. This is
also comparable to the notion explored earlier that any development planning should
consider all affected stakeholders and the necessity of considering the impact of
tourism on social and cultural resources (see section 2.2.1).
This can also be witnessed in a study by Zhang et al (2009) which examined the
tourist site of Wulingyuan in China. It illustrated that the introduction of cable cars
to access the mountain heights impacted the area. It was highlighted that although
access was undoubtedly easier, the natural landscape was negatively affected, and
the construction of the cable cars was seen to diminish the integrity and uniqueness
of the site. Furthermore, their study illustrated how locals were denied access to
these cable cars which would shorten their daily walks to work and school, resulting
in the tourists claiming the locals were unfriendly. In a similar vein, MacDonald and
Jolliffe’s (2003) examination on the Evangeline Region of Prince Edward Island in
Canada highlighted the opportunities as well as the difficulties encountered by locals
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when using cultural tourism as an economic means. Their study outlined how the
people of the Evangeline Region have a distinct French-Acadian background which
is manifested in their music, language, food, festivals and art. Their study illustrated
how tourism based on the authentic offerings of this culture was introduced as an
economic aid when traditional industries such as farming and fishing began to wane.
It was further illustrated how cultural tourism has allowed Acadian culture to be
preserved through replica pioneer buildings, arts and crafts. It was also highlighted,
however, that locals perceived that their culture was in danger of being adapted to
meet the pre-defmed expectations of the tourist, leading to a decline in the veracity
and authenticity of their culture.
The above examples highlight some of the benefits and disadvantages associated
with tourism based on the selling of an ‘authentic’ experience. There is a consensus
that if a community’s culture can be harnessed it can offer a unique selling point.
This is explained by George (2010:377) who suggests that: ‘A community’s
inherited culture (tangible and intangible cultural heritage) should provide a
community with a competitive advantage and uniqueness, one that differentiates it
from all other communities.’ This suggests that it is the unique discerning features
of culture together with the desire to experience this uniqueness that represents an
economic opportunity. McKercher and du Cros (2002) and Hohl and Tisdell (1995),
however, caution that certain communities, in particular, indigenous populations, are
very vulnerable to change.

If change is imposed from the outside by those

motivated solely by commercial aims, then the uniqueness of cultures can be very
quickly eroded. Although McKercher and du Cros concede that culture does not
remain static, if change occurs too quickly it can have detrimental effects on the host
community.

As suggested by Salazar (2012:17): ‘The sociocultural effects of

tourism, especially in developing countries, are probably the most worrying aspect
of a global(ised) sector that offers cut price packages to remote and exotic
destinations.’ This outlines the accessibility to even the most remote communities,
who traditionally would have been isolated from the rest of the world.

As

previously noted by Tovey and Share (2003) and Aramberri (2001), historically, it
was the lack of contact between cultures that allowed them to flourish and develop
uniquely. They contend that situation is now almost obsolete, as most cultures have
at some point come into contact with another. This has a knock-on effect on cultural
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uniqueness.

It is advised (George, 2010:379) that:’ The invasion by outsiders

(tourists) to their sacred landscapes and cultural spaces, places that have remained
integral to their way of life over hundreds of years, is another troubling issue for
indigenous peoples.’ George’s statement outlines the accessibility of locations in the
present day and the incursions of tourists into traditionally hallowed cultural places.
George advises that as a result of this, cultural uniqueness often finds itself under
threat from ‘the needs and whims of modern tourist markets’ (2010:377). This can
be evidenced in a study of the Okavango Delta in Botswana by Mbaiwa (2011). The
study illustrates how the introduction of tourism to the area has led to the younger
generation rejecting traditional culture and values in favour of more Western ones,
cautioning ‘some scholars regard socio-cultural change as one of the evils of tourism
development’ (2011:1050). Mbaiwa’s study also suggests that tourism ‘destroys the
authenticity of traditional culture’ (2011:1052).

The study does acknowledge

however, that natural ‘cultural dynamism’ may be at play and tourism is just the
catalyst for a natural rejection of the past and an embracing of the future. This
represents another view, that is, tourism may not be solely culpable for such
changes; rather it coincides with natural cultural evolution.

This suggests that

tourism may just be a facilitator of cultural change that was going to occur
regardless.

In contrast to the above situations, a study on agri-tourism by Daugstad and
Kirchengast (2013) focusing on the summer farms of the Norwegian and Austrian
uplands explored the concept of authenticity. The study outlined how the farmer
played a double role, that of farmer and tourist host. It was outlined how the farmers
believed they were educating the tourist about reality on the farm. The farmers’
perceptions of the tourists were that they did not understand farming life and had
many pre-conceived, incorrect notions. One of the main misconceptions highlighted
was that the tourist believed that the farms did not move with the times; that there
would be no modernisation or progression on the farms and that everything should
be as it was in bygone days.

Their study highlighted that the farmers did not

succumb to the notion of this pre-conceived authenticity and carried out their daily
tasks regardless of the presence of the tourists. Their study also illustrated how the
farmers’ number one priority was the farm and that tourism was in second place.
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The farmers did not ‘put on a show’ for the tourists thus contributing to the
experience’s authenticity.

The above studies highlighted both the advantages and disadvantages of a tourism
experience based on ‘authentic’ culture.

The challenge faced by the tourism

industry in trying to deliver an authentic experience and the tourist in trying to find
one is concisely captured by Herrera et al. (2012:9) who contend that:
The development of tourism today is paradoxical. It simultaneously
generates processes of globalisation and enhanced appreciation of
local resources.
Tourism destinations, obliged to maintain
increasingly intense competitiveness and engaged in a constant
struggle to retain some of their market, face an increasingly dynamic
and sophisticated environment. The world is increasingly open;
however, tourists seek experiences based on local identity and culture.
The above statement encapsulates the situation which arises from the combination of
the tourism industry and the desire to make money, the quest for authenticity and the
notion of pre-conceived authenticity. That is, the more people seek experiences
based on authentic cultures, the more likely these cultures will be influenced by the
presence of the tourists. This concept is extended by Salazar (2012:17) who advises
that: ‘Tourism affects the way cultural practices and landscapes are shaped and
cultural change reflects the influence of tourism as one of the agents in place
transformation.’

This implies that despite the desire to experience ‘real’ culture,

the uniqueness of the culture it likely to deteriorate with the introduction of tourism.
The above section outlined how authenticity can be viewed in many different ways.
It could be argued that, generally, the main benefits associated with selling an
‘authentic’ experience are of a financial nature and the primary negative factor is a
decline in the integrity of culture. Based on the findings from the above studies the
following table offers a summary of the common themes that arose on the concept of
authenticity.

Table 2.2 Summary of Cultural Tourism and Cultural Authenticity Studies
Author/s
Briedenham

Methodology
and Delphi Method
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Key Theme
Cultural tourism based on the

Wickens, (2004)

selling on unique traditions
may represent an economic
opportunity.
Case Study

Sharpley (2002)

The demand for an authentic
experience may contribute to
the revival and maintenance
of cultural traditions.

MacDonald

and Case Study

The introduction of cultural
tourism

Jolliffe (2003)

based

on

an

‘authentic’ experience may
lead to a decline in the
integrity of culture.
Desk Review - Literature

Palmer (1999)

Selective elements of culture
may

be

chosen

as

a

representation and not be
truly reflective of ways of
life and traditions.
The tourist may be looking

Case Study

Jimura (2011)

for an enjoyable experience
rather than a truly authentic
one.
Daugstad

and Interviews

Authenticity may be best

Kirchengast (2013)

experienced

if

the

host

carries out their daily tasks
regardless of the presence of
tourists.
Herrera

et

al.

Desk Review - Literature

(2012)

The preservation of cultural
traditions

by

selling

‘authenticity’

may

be

contradictory

-

the

‘ authentic ’

cultural

experience may be negatively
impacted by the introduction
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of tourism.
Su (2011)

Literature

Review,

Model There are many perceptions
of

Analysis

authenticity,

pre-conceived

including
authenticity

and it is a debatable notion.
(Source: Varied Literature 1999-2013)

The above table outlines that when authenticity is a selling point for cultural tourism,
it represents a potentially profitable economic opportunity. From the point of view
of the tourist, they are fulfilling their need to connect with genuine cultures, and
witness and participate in these cultures. From the local community view point, it
allows for the creation of jobs and a method of preserving and revitalising traditional
arts, crafts and customs. It is acknowledged, however, that what is on display is not
always a true reflection of a culture, with selective elements being chosen.
Furthermore, the introduction of tourism, based on an ‘authentic’ experience, may
lead to deterioration in the integrity of culture. If there is a wish to experience
authentic culture, food tourism is often advocated as a means through which this can
be achieved. The following section will explore this concept.
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2.4 Food Tourism
The previous section (2.3.1) outlined the difficulty in experiencing ‘real’ culture.
Another earlier section (2.1.2) outlined the need for sustainable development that
considers environmental, economic and socio-cultural dimensions.
explores food tourism as a means of achieving both.

This section

First, the growth of food

tourism is examined, including an exploration of the use of food in marketing
destinations. The section then examines the role of food in providing an insight into
the culture and history of a region. Following this, the notion of food as an authentic
representation of culture along with the concept of evolving food traditions is
explored. An investigation of food tourism as a means of sustainable development
concludes this section.

2.4.1 Defining Food Tourism

A comprehensive variety of terms has been used to describe the relationship between
food and tourism. This connection has been described in various manners including:
food tourism, gourmet tourism, cuisine tourism, culinary tourism and gastronomic
tourism.

These terms are among the interchangeable labels that are used when

studying the connection between food and tourism (Lopez-Guzman and SanchezCanizares, 2012). At its most basic, Ab Karim and Chi (2010), for example, suggest
that food tourism can pertain to any food and eating experiences that occur when
people are travelling. Hall and Mitchell (2001:308) offer a more specific definition
of food tourism as:

Visitation to primary and secondary food producers, food festivals,
restaurants and specific locations for which food tasting and/or
experiencing the attributes of specialist food production regions are
the primary motivators for travel.
A similar definition is provided by the World Tourism Organisation (WTO)
(2012:7) who advise: ‘gastronomic tourism applies to tourists and visitors who plan
their trips partially or totally in order to taste the cuisine of the place or to carry out
activities related to gastronomy.’ Gillespie (2001), then, suggests that gastronomy
involves studying and appreciating food and beverages, and includes recognising the
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variety of factors relevant to those foods and beverages in a locality, region or
nation.

From these definitions it appears that there are the many substitutable

definitions used when referring to the combination of food and tourism.

The

common thread throughout the descriptions is that food is purposely considered and
is a deciding factor when choosing a destination.

The advantages of food tourism are numerous and in the main can be broadly
applied to environmental, social and economic spectrums (Henderson, 2009). The
WTO (2012), for example, suggests that food tourism can act as a gateway to
localities and landscapes by focusing on local identity and authenticity.
Additionally, it can have a positive effect on local communities, employment and
heritage and can rejuvenate and diversify tourism offerings by engaging all
stakeholders. It is further proposed that the use of local food not only supports small
and local producers, it also reduces its environmental footprint (WTO, 2012). Food
tourism as a research topic is a relatively new subject of enquiry, despite the
numerous advantages it offers and regardless of the often significant role food can
play in determining whether or not a holiday is enjoyable.

Food can play an

essential role in the overall tourist experience and for many can be one of the most
memorable parts of a holiday (Hall et al., 2003; Okumus et al., 2007). Although
food and tourism have a history of being related, and are increasingly being
amalgamated, for example, in agri-tourism and the sale of food as a souvenir, it is
still relatively recent that their roles in enticing tourists have been recognised and
exploited by governments, tourism authorities and researchers (Tikkanen, 2007).
There are, however, opposing arguments about the importance of food to travellers.
Gossling et al. (2011) for instance, take a different view of food tourism stating that
food consumption is only relevant to tourism due to the huge amount of food
consumed by tourists. This implies that food is only relevant in a practical context,
that is, it is merely functional and a necessity which must be met. Similarly, it is
maintained by Tam and Frost (2008) that travellers have no choice but to eat and
drink whatever is available to them. The idea that food may not play a central role
in a tourist experience is explored further by other authors.

Henderson (2009)

argues that many tourists have a more casual attitude toward food, and dining out
and trying local cuisines may be a diversion, such as for those on business travel, but
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not central to the holiday. In another vein, Ab Karim and Chi (2010) suggest that
while some tourists may be adventurous in their food choices while travelling, others
may seek out food akin to what is available at home. This suggests that in contrast
to those who travel with the intention of seeking new foods, many will attempt to
source food as similar as possible to their home cuisine. Despite this, there are a
number of arguments (Gillespie, 2001; Hall et al, 2003; Henderson, 2009)
suggesting that food can play an integral part in tourists’ decisions to visit a certain
location. The following section will explore this concept.

2.4.2 The Growth of Food Tourism

Knowledge of, and demand for, overseas cuisine is a growing market, in particular
amongst western societies, who form the main segment of the outbound tourism
market (Henderson, 2009). As suggested by Herrera et al. (2012:9); ‘Gastronomic
tourism is a local phenomenon of universal scope that is in a clear growth phase.’
The food available on holiday may be a vital part of the decision process for many
tourists. For many, food is a crucial element, and may be central to the tourist
experience. Tikkanen (2007), for example, asserts that while food and food-related
events may be viewed as contributing to the trip’s success, they also have the
potential to represent a highlight of the overall experience. People will take with
them the need for survival as they travel, but for many more food and drink take on a
much more significant role (Gillespie, 2001; Henderson, 2009). This is explained by
Hall et al (2003) who contend that for many tourists food becomes highly
experiential when it is part of the travel experience and suggest that food can
become symbolic and sensuous and can take on a new significance and identity. As
noted previously (Gossling et al., 2011; Tam and Frost, 2008) all tourists must eat
when they travel, thus engaging in some form of travel dining, and for many the
dining experience is not merely a basic sustenance function, but can augment the
overall travel experience.
Building on this, food tourists’ motivations may arise from a variety of sources
(Hjalager and Richards, 2002; Tikkanen, 2007). It is suggested, for example, that
tourists are becoming more adventurous about their choice of holiday, and the
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activities they engage in, including food (Henderson, 2009). It is further suggested
that many people are becoming interested in where their food comes from and how
sustainable it is, and also that people are seeking out more traditional and seasonal
dishes made with minimum human interference (Hall et al, 2003). Lopez-Guzman
and Sanchez-Canizares (2012:168-69) offer a further explanation for food tourism’s
increasing appeal:
In cultural tourism, one of the five senses - sight - has traditionally
taken priority over the others. In fact, on occasions, the tourist
becomes a mere observer of architecture, countryside and works of
art displayed in museums. This means that, at times, tourists do not
use their other senses enough. In response to this strong bias tow’ards
the visual aspect, tourists are starting to demand trips where the other
senses are more involved. In order for this to happen, they need to
appreciate the atmosphere of the location, enjoy the local food or take
part in a particular event. Thus, wine tourism and culinary tourism
have emerged with the aim of allowing a greater enjoyment of all the
senses.
The above statement proposes that tourists no longer want to just observe what is
around them; the desire is to engage all the senses and absorb the atmosphere. This
suggests that food tourism addresses both the tangible and intangible aspects of the
experience. Similarly, it is suggested that food tourism, in particular, food markets,
can offer ‘sensational experiences for the eyes, the nose and the ears’ (Bjork and
Kauppinen-Raisanen, 2014:298). This implies that food tourism allows the tourist
to fully capture the whole experience. In another vein, it is suggested that food can
provide a link to the past and generate feelings of nostalgia such as evoking happy
memories from childhood (Aldredge, 2008; Renko and Bucar; 2014; Rusher, 2003).
This suggests that for some, food offers comfort when they are travelling. A further
reason is offered by Sharpies (2003), who suggests that the growth in food tourism is
linked to the increasing desire to connect with the ideal of genuine cultures and
hospitality. This implies that food tourism is a route to such an experience, that is,
food represents an opportunity for a genuine social encounter with the host culture.
An additional motivating factor may arise from the perception that a ‘good traveller’
seeks local food specialities.

It is often perceived that local foods are often

considered better by the tourist as they are associated with preserving traditions,
environmental friendliness and contributing positively to the local economy
(Amuquandoh and Asafo-Adjei, 2013). As Conto et al. (2014) contend, in recent
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years, there is a growing section of society that do not support the globalisation of
food and so interest in local and traditional foods has grown. This indicates a desire
to investigate and protect unique food identities and experiences.
It is also suggested that while gastronomic culture has been traditionally associated
with the social elite, food today demands the attention of many people across a
broad social spectrum (Gillespie, 2001).

Gyimothy and Mykletun (2009), for

example, highlight that there is a growing proliferation of food sections in lifestyle
magazines and television programmes and this may contribute to the idea of
travelling for food as being ‘trendy’. They also suggest that additional motivating
factors may include: physical motivators such as looking forward to trying new
foods; cultural motivators, as food can be a representation of local culture;
interpersonal motivators, such as the wish to experience social encounters; and status
and prestige motivators, as food can play a role in showing one’s societal standing.
Building on this, it is suggested that gastronomy may be viewed as an expressive
form of art, and culinary products and dining may be considered fashion accessories
to enhance or express consumer identities (Gyimothy and Mykletun, 2009; Kim et
al., 2009 ). As Taar (2014:146) expresses ‘gastronomy has become a tool to utilize
one’s creative expression; it gives satisfaction and enjoyment’. Likewise, Hjalager
and Richards (2002) suggest that gastronomy can be a significant source of identity
formation for some in society. This implies that food plays an important role in
lifestyle and ‘image’. In a similar vein, it is asserted that the role of the chef has
risen to ‘star’ status in some cases, with this rise being attributed in a big way to the
increased media interest in all things food-related (Palmer et al, 2010). As Wright
et al (2001:349) encapsulate:

Food taste preferences are now inextricably linked to artistic design
and media manipulation, as in advertising and creating social status
and prestige to the extent of elevating to a fashionable cult status
some individuals who are presenters of cookery competition
programmes, foodfashion writers and celebrity chefs.
The above highlights the notion of food as a ‘status’ symbol and fashion accessory.
The prevalence of food-related ‘personalities’ is also evident, together with their
popularity.

Building on this, Sohn and Yuan (2013) advise against grouping

culinary tourists into one group. They suggest that some may travel with the distinct
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intention of finding new and exciting foods, whereas for others the appeal is not so
much the food itself as the social occasion around it. This can be witnessed in a
study by Aldredge (2008) of Southern-style eateries in New York.

The study

illustrated that in the past, these Southern-style restaurants were overlooked in
favour of more sophisticated restaurants, thus contributing to discriminatory food
tourism. It was when trying regional foods became fashionable that these Southernstyle restaurants blossomed (Aldredge, 2008). This further adds to the notion of
food as a social or fashion symbol.

The above provided an insight into some of the many motivations of the food tourist
and the increase in interest and growth of food tourism. Capitalising on this interest,
many destinations have incorporated food into their marketing initiatives, a
phenomenon which appears to be growing. Food has not only become an important
factor for tourists deciding on a destination, it has also assumed an important role for
those marketing destinations.

As competition between destinations increases,

gastronomy can play a particularly important role in attracting tourists. If food can
be linked to specific countries and regions, it can be used as a significant marketing
tool for a destination. Additionally, it is suggested that food tourism can contribute
to a region’s overall economic development, together with social and environmental
issues, which in turn contribute to sustainable development (Henderson, 2009;
Hjalager and Richards, 2002). Local food can be a key contributor to the economy
of tourist destinations and food has become increasingly important in promoting
tourist destinations (Chang et al, 2011; Kim et ai, 2010).
The importance of food in marketing is evident considering that using a region’s
native cuisine and cultural food traditions as a means of attracting tourists is widely
practised (Fox, 2007; Henderson, 2014). Hall et al. (2003), for example, state that
many tourists travel to a particular regions which have established a reputation as a
location to experience quality food products. They suggest that this is evident in
regions such as Napa Valley in California, Tuscany in Italy and Niagara in Ontario,
which are synonymous with food tourism. Pestek and Cinjarevic (2014) on a study
of Bosnian food found that a unique food image would be beneficial to the country
in promoting tourism. The study outlined the benefits that non-traditional ‘foodie
destinations’ could gain by using imagery of their native food as an attraction. A
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similar study of Croatia by Fox (2007) found that the country has not cashed in on
its rich gastronomic heritage and if it were to do so it would help in building a
distinctive culinary identity which could be used to attract tourists. This can also be
witnessed in a study of regional Canadian cuisine by Hashimoto and Telfer (2006)
which outlined the potential of regional cuisine as a means of promotion. This is
further evidenced in a study of the Canary Islands carried out by Alonso and Liu
(2011) which outlined that the islands were under-promoting their local cuisine and
therefore missing out on a number of economic and cultural benefits. It is evident
that food may represent a competitive advantage for a destination, together with
playing an important role in its branding.
Furthermore, food is endorsed as a means through which both the tangible and
intangible elements of a destination may be experienced. Finally, food can also
provide an insight into a region’s culture and a link to heritage and traditions. The
following section explores this in greater detail.

2.4.3 Food as a Representation of Culture
As mentioned previously, food can be used to explain a region’s history and
traditions and can be an integral element of a region’s legacy. As Geyzen et al.
(2012:51) assert: ‘Gastronomy is a heritage created (and often invented) by
generations of chefs and is the result of a delicate process’. This suggests that the
local cuisine is a direct manifestation of skills and traditions handed down through
generations, through various environments and with whatever resources were
available. This further implies that food tourism is an opportunity to appreciate the
heritage of a place. This is encapsulated by Mykletun and Gyimothy (2010:434)
who assert that: ‘Local traditional products may be claimed to position the visitor to
get a glimpse into the culture and closer to the history and people of a place’.
Expanding on this, Choon-Loong (2012) provides the example of the diverse
makeup of Malaysian food, which is heavily composed of spices, a result of
Malaysia’s historic connections to the spice trade of which South East Asia was at
the centre.

This implies that food traditions are rooted in local culture and an
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understanding of such traditions offers the visitor an opportunity to gain an insight
into local heritage.
In addition to giving a glimpse into a region’s past, food can be used to gain an
insight into a place’s present day, living culture (Fox, 2007; Okumus et al. 2007;
Tam and Frost, 2008). Food can help in understanding ways of life and customs.
Henderson (2014) proposes it denotes endurance and familiarity. Food is part of the
social and cultural history of a region signifying the region’s customs and beliefs,
and can help in appreciating local cultures, communities and social structures
(Lopez-Guzman and Sanchez-Canizares, 2012; Wheaton, 1998). Building on this, if
food tourism is to be categorised it is the cultural sector into which it would fall as
Chaney and Ryan (2012:310) suggest ‘gastronomic tourism is a subset of cultural
tourism’ or as Taar (2014:146) expresses ‘gastronomy is part of the culture’, which
provides an understanding to the surrounding world. Food tourism includes the
whole food experience, heritage and landscape which can form part of a broader
cultural, economic and historical system (Mason and Paggario, 2012; Panelli and
Tipa, 2009). Fox (2007:549) also proposes that food may represent a cultural asset
suggesting that: ‘there is no difference between visiting a museum and eating a
traditional meal: both constitute an act of consuming cultural heritage.’ This implies
that both such activities are cultural experiences.

Additionally, it is suggested

(Mitchell et al. 2012) that culture can be viewed through a ‘geographical lens’,
which is manifested in that region’s food offerings, while Montanari and Staniscia
(2009) believe that when food has a solid connection to the region in which it was
made it can become a ‘cultural reference point’. This implies food may represent a
starting point from which to gain an understanding of culture. Likewise, Okumus et
al. (2007) suggest that food can help in understanding the local culture and
community. Their study noted that dining in Hong Kong represented an opportunity
to bring tourists closer to the host population thus enhancing the cultural integrity of
the experience.

It is apparent that food tourism offers the visitor a cultural

experience, one that incorporates people, history, the surrounding landscape and
‘living’ culture. It is also evident that food tourism offers the visitor an opportunity
to experience both the unique tangible and intangible elements of local culture.
Building on this, Bjork and Kauppinen-Raisanen (2014) contend that food markets
in Paris will differ from those in New York or Helsinki, each offering its own take
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on the region’s culture. This implies that although destinations may offer similar
experiences, each will have their own distinguishing features. The level of insight
that food can give into a region’s culture is encapsulated by Tansey and Worsley
(1995:71) who suggest that:

Foods are very much the product of cultural ideas about society : who
should eat it, about the body and spirit, and which foods are good for
which functions. In the West especially, where spirituality has been
driven back by materialism, foods no longer have spiritual properties,
M> here as in more spiritual cultures they certainly do.

The above quotation outlines the depth of insight into a place’s culture that can be
gleaned through understanding that food is not always merely used for functional
purposes.

Furthering this concept, for many cultures food can be a symbol or

representation of cultural expression (Gillespie, 2001). This concept is explained by
Tansey and Worsley (1994) who propose that food can have many different
meanings, depending on the culture one belongs to. Traditional Korean culture
believes that in order for food to be good, not only must it taste well; it must be
prepared in a good-natured way by the cook. Hebrew culture calls for food to be
kosher, that it is fit to be eaten in sight of God and man (Tansey and Worsley, 1994).
The concept of food as a symbol can be further witnessed when exploring Javanese
society (Radix and Jati, 2014). The traditional Tumpeng rice dish is shaped like a
mountain; Javanese tradition holding that the mountain is a sacred place and God
resides at the top of the mountain. The top cut of the Tumpeng is given to the elders
of the village as a symbol of thanks for their guidance; it is held that the Tumpeng
should be eaten together to create social harmony (Radix and Jati, 2014). Moreover,
most societies have food which symbolizes the sacred, for example, for many
Hindus, the cow is sacred and so beef is not eaten (Fernandez-Armesto, 2001). It is
evident that the role of food in particular cultures is much more than a practical one;
it is intrinsically linked and deeply rooted in local values and beliefs.
The above outlines how food can offer an insight into local culture and offers an
experience which includes tangible and intangible elements. For some tourists, as
noted previously (Gossling et al., 2011; Henderson, 2009; Tam and Frost, 2008)
investigating local cuisine and dining experiences may be a primary reason for
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choosing a destination.

In contrast to this, it is also acknowledged (Bickle and

Harrill, 2010) that for many other tourists the same location may be discarded for
fear of the local food offerings. This implies that certain regions will be dismissed
as potential holiday locations predominantly because of the food. Food may expose
cultural differences in many cases, for example, the lack of utensils in certain Asian
restaurants may be offensive and shocking to some Western tourists (Cohen and
Avieli, 2004). Similarly, the mamier in which food is prepared and the amount of
food eaten at each mealtime can vary from culture to culture (Hegarty and
O’Mahony, 2001:5):
There are observable cultural differences in the basic ingredients
from which food is prepared; the ways in which it is preserved,
prepared and cooked; the amount and variety available at each meal;
the tastes that are liked and disliked; the customs and traditions of
serving food; the implements and utensils which are used; and
inherent beliefs about the properties of particular foods. Many of
these cultural differences are apparent even in the least developed
societies and can be observed in the rituals which are practised by
many societies.

The above quotation outlines some of the many challenges facing those who are
charged with providing food for tourists. It could also be inferred that it poses a
challenge for the tourist, particularly those who may be fearful of local cuisines and
customs. It is observed (Chang et al., 2011; Fox, 2007; Gillespie, 2001; Tam and
Frost, 2008) that questions of personal taste are closely linked to cultural norms and
taboos and what is considered tolerable food in one culture may not be in another. It
has previously been argued by Tansey and Worsley (1995) that what is believed
acceptable as food in one culture is entirely inappropriate to another, for example,
foods such as termites, dog and horse.

Furthering this, Chang et al. (2011) advise

that due to cultural differences, what is considered ‘good’ food in one culture might
be considered ‘bad’ in another. They contend that this is because food and eating
are largely influenced by culture; therefore, they are a direct manifestation of the
culture in which they are rooted. It is furthered suggested that while there may be a
desire to experience novel foods, this desire battles with fear of the unknown. That
is, tourists may wish to get a taste of the mysterious but not to the point of it posing a
risk (Cohen and Avieli, 2004; Okumus et al., 2007). Expanding on this, a study by
Chang et al. (2011) of tourists from China, Taiwan and Hong Kong visiting
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Australia illustrates how the social and experiential aspect of trying new foods was
deemed equally important to taste. Their study outlined that if the food, such as
crocodile and kangaroo, did not taste good by the tourists’ standards, it was balanced
by the level of its perceived authenticity and also by the service element. This
highlighted the importance of a ‘real’ experience together with the intangible
elements such as the atmosphere.

This also indicates that for many, the social

encounter and learning about new cultures are the most important elements of the
experience.
In a similar vein, it is noted by Mason and Paggiaro (2009) that food tourism may be
considered a branch of special interest tourism, offering the visitor ‘real’ tourism. A
note of caution is introduced by Chaney and Ryan (2012:311), however, who
propose that:
The tourist will define what is authentic or unacceptable from their
own viewpoints and each tourist comes equipped with ingrained
cultural training and habitual attachments to food from within their
own culture.

The above quotation outlines that as a result of ‘ingrained cultural training’ the
tourist may already have formed their own opinions regarding what is acceptable to
eat or what should be available. This is similar to the concept of pre-conceived
authenticity explored earlier (Su, 2011). When the term ‘authenticity’ is used in the
context of food, it may represent an obscure notion. The following section will
explore the concept of a ‘real’ or authentic relationship between food and culture in
greater detail. This examination adds to Sections 2.1.1 and 2.2.1 which assessed the
impact of globalisation and tourism on local culture. The following section looks at
this impact in the context of cultural food traditions.

2.4.4 Food as an Authentic Representation of Culture
As noted above, food tourism may be considered a branch of special interest
tourism, offering the visitor a ‘real’ experience (Mason and Paggiaro, 2009).
Okumus et al. (2007:253), for example, advise:
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Local cuisines represent a core manifestation of a destination’s
intangible heritage, and through its consumption, tourists can gain a
truly authentic experience. In addition, food is one of the few
elements of intangible heritage that has retained its authenticity.

The above statement suggests that food tourism can offer a ‘real’ experience, one
which incorporates both tangible and intangible elements. Fox (2007) furthers this
concept and suggests that a region may have a ‘gastronomic identity’. This implies
that many foods have a distinct connection to certain regions. Fox provides the
examples of Japan and rice, Burgundy and blackcurrants, and Italy and pizza of
being synonymous with one another.

Despite this, defining an authentic food

culture, however, is a difficult and obscure notion. The origin of recipes and dishes
is often contentious and ambiguous (Leach, 2010), and the sources of food traditions
are often vague and can have many potential contributors and influencing elements.
As proposed by Mkono et al. (2013:69):
Authenticity as a concept remains extremely elusive, and, when
introduced into the realm offood and tourism, various complexities
become apparent. For example, the issues of locality of food
ingredients, the use of traditional recipes, and so on, are brought to
the fore. This clearly demonstrates that food is much more than its
nutritional components; that food consumption is not merely an
exercise in eating, but one that is steeped in the socio-politics of
culture.
The above statement provides an insight into the various complexities which render
the concept of authenticity and food such an obscure notion. It is outlined how this
obscurity involves such matters as the source of food and the origin of recipes.
Adding to these complexities is globalisation, which, as noted earlier (Aramberri,
2001; Bird and Stevens, 2003; George, 2010), is causing the world to integrate more
fully and impacts all areas of life not least food. Food systems have undergone big
changes as a result of globalisation, which has in turn lead to a dramatic change in
the character and diversity of the countryside (Sharpies, 2003).

This threat to

culinary diversity comes from the concept of the ‘global palate’ such as the impact
of MacDonalds on world cuisine (Mak et al, 2012). The concept of the ‘global
palate’ is another extension of ‘cultural coalescence’ noted earlier (Machida, 2012)
that is, eventually, many places will be culturally identical with no distinguishing
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features. When examined within the context of food this implies that, ultimately,
food in every location will be similar. It is suggested that modern technology has
had serious impacts on the social aspect of cooking and eating, with inventions such
as the microwave rendering communal meals almost obsolete in some situations
(Femanadez-Armesto, 2002). This suggests that the type of food eaten, together
with how it is prepared and consumed will be alike in every culture, and old
ceremonies and methods of cooking synonymous with certain locations will be
redundant.
Building on this, Pieniak et al. (2013:1298) argue that ‘increasing homogenisation of
foods might be contributing to the gradual loss of people’s cultural identity.’ This
outlines that traditionally, people and place identities were strongly tied to local
food, but now many cultures, if viewed through food alone, are very similar. Food,
by its very nature, has a land-based geographical link, but this link between food and
its territory has been (Kuznesof et al., 1997:199); ‘Eroded over time by various
means including changes in food production and transportation technologies,
urbanization’. This suggests that because of such factors, it is difficult for food to
retain the integrity of its traditions and remain intrinsically linked to, and
synonymous with, a region. This difficulty can be witnessed in Henderson’s (2014)
study of Singapore and its traditionally distinctive cuisine, of which the food
hawkers constitute a key element. Henderson’s study outlines how the native food
hawkers have historic connections to Singapore, representing the continuation of a
tradition through the years and reflecting the city’s diverse culinary history. Despite
efforts to promote and preserve food traditions, Henderson highlights that there are
concerns about the future of traditional cuisines. This is due to a number of factors,
Henderson explains, including how the younger Singaporeans tend to shun any sort
of physical work, therefore not learning the skills from the previous generation. In
addition, Henderson outlines that it is migrant workers who are filling the roles of
food hawkers in modern-day Singapore, and are lacking familiarity with the
traditional cooking methods. Another problematic factor, advises Henderson, is the
issue of urban sprawl and development rendering the traditional food hawkers
unsuitable for newly developed areas. As Henderson (2014:912) asserts there are:
‘Conflicts between conservation and development agendas with regard to food and,
in common with the situation in other heritage areas, the latter is usually privileged.’
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The study outlines the incompatibility of local food traditions and economic
progression and highlights the difficulty in sustaining a unique and traditional food
culture in contemporary society. This again adds to the theory explored in Sections
2.1.2 and 2.3.1 that often places must sacrifice aspects of their native culture to
ensure economic security.
In a similar vein, other authors such as Scarpato and Daniele (2003) speak about the
loss of a ‘sense of place’ and suggest that (2003:301):
With the borders between local, national and global cuisine
increasingly blurred, neat distinctions are possible only on paper,
because each single regional cuisine is undergoing endless changes
and transformation. In regional contexts, today or in the future, any
possible cuisines will never again be limited to local ingredients, as in
the past.

The above quotation refers to the indistinctiveness of food borders due to the lack of
limitations involved in accessing food. This has resulted in endless possibilities for
recipes and also in concern over the integrity of food traditions.
In contrast to this, however, there are a number of arguments defying this notion,
suggesting that local foods are being promoted and re-invented to counter such
threats. Fernandez-Armesto (2001:252), for example, claims that ‘the role of the
next food revolution will be to subvert the last’, suggesting that the rise of fast food
in recent decades will be overtaken by the desire to appreciate food and meals again.
The threat posed by globalising elements may provide a stimulus for the
development of local and sustainable food identities (Hall et ai, 2003). As Mak et
al. (2012:172) contend: ‘Whilst it is a common perception that globalisation poses a
threat to local gastronomic identity and image, there is preliminary evidence
suggesting that it can provide an impetus for reinventing local gastronomic products
and identity.’

This suggests that rather than accept the all-consuming nature of

globalisation, efforts are instead provoked to revive and protect local food traditions.
In Mallorca, for example. Fox (2007) notes, many restaurants are reviving old-style
gastronomic customs by returning to traditional ingredients, such as offal, to attract
visitors.

Clay ovens which scent the meat with wood smoke are traditional in

Mallorca and while have continued their legacy in many older Mallorcan restaurants,
more modern restaurants are now incorporating them into their premises (Fox, 2007;
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Alcock, 1995). Alcock (1995) suggests that one of the chief reasons for the revival
of old food customs in Mallorca was because of the damage done to native cuisine
through trying to cater for the tourist markets’ preferences for food akin to what is
available in the home country. This also concurs with the theory explored earlier
that often tourism has a detrimental effect on a place’s native culture (see Choi and
Sirakaya, 2006). This implies that tourism has negatively impacted native cuisines
and resulted in them losing part of their uniqueness.

It is also comparable to

Henderson’s (2014) study of Singapore noted above, suggesting that many places
face difficulties in retaining their native food traditions.
Although, certain foods and dishes remain synonymous with specific locations, and
retain these ties over time, in the main, however, it is likely that most traditions will
evolve along with the rest of a region’s cultural traditions. As noted previously,
(Jokilehto, 2006) culture is not stationary, and influenced by social and global
forces, will evolve over time.

This is also applicable to the realm of food.

Additionally, as suggested previously (Chang et al., 2011; Montanari and Staniscia,
2009) local food can be a direct manifestation of culture and is the consequence of a
mix of a region’s natural, traditional and collective resources. This mix of resources
comes from a variety of sources.

Fox (2007:555) for example, suggests that

‘throughout history, trade, travel, transport and technology have been affecting the
gastronomic identities of regions and countries, continually changing what is
generally perceived as customary’.

In agreement with this sentiment research

conducted by Gillespie (2001) states that the history of the food and hospitality
industry is closely linked with travel, either through migration or tourism.
Migration, as noted previously, (Bhatia and Ram, 2009) is a prominent feature of
globalisation. Building on this, it is suggested that immigrants to a country bring
with them a diet which is adapted to whatever is available in the new place of
residence resulting in a ‘commingling of different cultures’ (Cranfield, 2013:8).
This implies that elements from the old home cuisine will fuse with the new host
culture’s cuisine. This is along similar lines to the notion of the ‘creolisation’ or
‘hybridisation’ of cultures explored earlier (Machida, 2012; Tovey and Share, 2003).
Diet can be influenced by a number of factors including the amount of time spent in
the new country, as well as economic and social factors, for example, it may not be
possible for people to source traditional foods in the new country (British Nutrition
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Foundation, 2000). The consensus on the impact of migration seems to be that what
usually occurs is a type of blending together of foods brought from the home country
to the host country. As suggested by Wise (2011:83): ‘Food travels diasporic and
migratory routes, reproducing and recreating identities abroad; it can interweave
with other foodways, creating hybrid or transversal identities, or reinforce the
boundaries of old ones.’

This statement outlines how different cultural food

traditions may cross paths.

It is suggested that such traditions will either fuse and

create new food identities or deliberately remain separate and protect their old
identity and constitution.
As explored earlier (Hassi and Storti, 2012; Machida, 2012) the impact of global
culture on local culture may result in a variety of possible outcomes. When this
notion is examined within the context of food Mak et al., (2012:10-4) contend that
the outcomes of the encounter of global forces and local forces on food may result in
the following scenarios:
Homogenisation versus Heterogenisation - This dimension explores the notion of
cultural uniformity versus cultural diversity. The diversity of food that is available
worldwide is increasingly posing a threat to culinary diversity. Mak et al. provide
the example of the advent of McDonalds in Israel where it was feared that local
delicacies such as the falafel would be lost due to the new globalising food force that
McDonalds represented. On the contrary, the falafel was reinvented and is now a
best-selling fast food globally.
Global Consciousness versus Local Consciousness - This dimension looks at
whether or not local and regional eating patterns will grow or disappear under the
threat of multinational food corporations.

Mak et al. contend that such

multinationals have shown a great deal of cultural awareness when marketing their
products. McDonalds, for example, has launched the McKebab in India and the
McRice burger in Japan. This consciousness of local preferences has led to the
‘glocalisation’ process in many countries.
Global Culture versus Local Culture - This dimension explores the notion of global
culture and local culture co-existing. This then leads to a ‘creolisation’ or fusion of
food cultures. Mak et al provide the example of Asia-Singapore cuisine, where
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Oriental ingredients and cooking methods are presented with Western techniques.
This ‘creolised’ cuisine acknowledges both the local and the global.
The above outlines some of the various outcomes that can result when local food
traditions and globalising forces are crossed. The relationship between food and
globalisation is succinctly summarised by Gaztelumendi (2012:11) who advises that:
‘Tradition and innovation coexist in a natural manner. Gastronomic tradition is in a
process of continuous evolution.’ This encapsulates the evolving nature of food
traditions and how they advance, influenced by a variety of sources.
In another vein, and as noted previously (Sharpies, 2003), among the primary
reasons given for the growth in food tourism is the desire to connect with the ideal of
genuine cultures and hospitality. Despite the evolving nature of food traditions, it
could be argued that the importance of hospitality and the social aspect of dining
remain unchanged. It is suggested that for tourists whose main dining purpose is to
broaden their dining experiences, the intangible experiential factors tend to outweigh
tangible food quality (Chang et al., 2011). This suggests that elements such as the
atmosphere and the social interaction are a crucial part of the experience.
Furthermore, and as noted previously (Mason and Paggiaro, 2009), food tourism is
‘real’. A vital component of this ‘real’ tourism experience is the social aspect of
dining (Chang et al, 2011). In most cultures eating is a social occasion and so
offers travellers the chance to experience authentic hospitality. Mealtimes also offer
the chance to gain an understanding as to how the host will treat visitors and can
illustrate how diverse culinary practices among cultures can be (Tam and Frost,
2008). In the words of Mulcahy (2012:3): ‘Food is not only fuel but also a foil for
philosophy, socialising, and a means of simultaneously enriching experiences,
expressing personal identities, and adding to a quality of life.’ This suggests that
food presents an opportunity for the tourist to socialise with the host culture and
experience both the tangible and intangible elements of culture.
The above section outlines how food may be a route to an ‘authentic’ experience. It
further outlines how food can be used as a means of experiencing hospitality and can
provide an insight into culture and heritage. The main contributory factors towards
the evolution of cultural food traditions were also examined. It was outlined that as
a result of globalisation and tourism the impact on local food may result in a
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blending of old and new cuisine, the obsolescence of native cuisine, or a stimulus to
protect old traditions. The following section will explore the connection between
food tourism and the sustainability of cultural traditions in greater detail.

2.4.5 Food Tourism and Cultural Sustainability
As explored in Section 2.2.2 responsible tourism must include respecting traditional
values, culture and practices of indigenous communities and must be conducted in
harmony with the host’s laws and value systems. It is further outlined that a crucial
role is played by local populations in maintaining traditions (McCann et al. 2001;
WTO, 1999). This implies that for tourism to be sustainable there is a need for an
inclusive, holistic approach which is not damaging to the physical environment or
does not lead to the detriment or demise of traditional culture and values. It is also
suggested by Chambers (2009) that the tourist of the future will see value in
environmental stability and will call for standards of sustainability.

Many

consumers are becoming more concerned with where their food is coming from and
the impact it has on the environment (Olsen et al, 2014). This is in accordance with
the notion outlined in Section 2.2.2 that the environmentally conscious consumer
will demand that certain levels of sustainability and socially responsible tourism be
met. Olsen et al (2014:104) further contend that efforts are being made to reduce
the ‘spacial and social distance between producers and consumers’. This implies
that there is a desire to increase consumer understanding about how food is produced
together with providing a link to the source. Adding to this. Hall et al (2003)
previously supported the notion that sustainability is becoming more important to
people, with many people becoming interested in the origin of their food and how
sustainable it is. They further contend that people are pursuing more traditional and
seasonal dishes made with minimum human interference.

Building on this,

Henderson (2009) argues that food tourism may represent a competitive advantage
for a destination, play a key role in its branding, contribute to a destinations overall
economic development, together with social and environmental issues, such as
contributing to sustainable development. Similarly, it is suggested by Autio et al
(2013) that local food offers people the chance to reconnect with agrarian roots and
with cultural food traditions. Food is considered an economic opportunity to sustain
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and rejuvenate areas which are on the economic periphery, as witnessed in a study
by Montanari and Staniscia (2009) of the Apennines in central and southern Italy. In
addition, food tourism can help boost economic activity in traditional agricultural
areas and work in favour of small scale businesses and communities (Bjork and
Kauppinen-Raisanen, 2014; Henderson, 2009; O’Neill, 2014).

This implies that

such peripheral communities can harness their existing resources and create
employment on a small and local scale, thus contributing to both economic and
environmental sustainability.
With regard to sustaining culture and character it is important to consider the role
food can play. Traditional and indigenous foods are an important cultural asset for
any region (Okumus et al. 2007; Reynolds, 1993). This is explained by Everett and
Aitchison (2008) who advocate that food tourism can lead to an increase in social
and cultural profits for a region, celebrate native food traditions and help in the
safeguarding of a region’s heritage, skills and way of life. The notion that food
tourism can help in the salvage of culture and identity is further explored in a study
by Montanari and Staniscia (2009). Their study which focused on the Apennines of
central and southern Italy illustrated that food and tourism allowed for the
conservation of traditional production methods and the preservation of territorial
products.
A similar study conducted on Cornwall by Everett and Aitchison (2008) explored
the impact of food tourism on regional identity. Their study outlined how Cornwall
- traditionally sustained by farming and fishing - is now heavily reliant on tourism as
an economic means. It was highlighted how there was a perception in the area that
tourism was contributing to environmental and social degradation. Research was
carried out with those who were involved in food tourism such as restaurateurs,
publicans and hotel owners. The study indicated that there was a perceived image of
Cornwall among tourists that was not entirely reflective of its true character.
Furthermore, the study outlined that large national food retailers were viewed as
having a negative impact on local, family-run businesses, as well as detracting from
the region’s unique identity. Food tourism was seen as a way to bridge the gap
between the actual locality and the tourist perception. Food tourism also allowed for
old, unique Cornish culinary traditions to be revived and handed on to the next
generation.

The waning fishing industry also received a boost through the
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restaurants buying directly from the small boats, as well as extending the tourism
season. It was highlighted that although many locals were suspicious of tourism and
its impact, food tourism was seen as a means to aid in the preserving of traditions
and sustaining the region economically, nor was food tourism perceived to pose a
threat to the ‘environmental, social or cultural fabric’ of the region (2008:164).
Similarly, the Bluff oyster festival which takes place on New Zealand’s south island,
where the oyster is regarded as a symbol of the region’s cultural identity, in addition
to contributing to the region’s economic development, was found to have ‘an
important social function in transferring values between successive generations’
(Rusher, 2003:204). These studies highlighted the role food tourism can play in not
only contributing to economic and environmental sustainability, but also to the
maintenance of cultural food traditions.
In a similar vein, a study of local food systems in Gloucestershire by Morris and
Buller (2003) revealed a number of benefits for the locality arising from the use of
local food. The advantages of local food are encapsulated in the following statement
(Morris and Buller, 2003:560):
A reduction in ‘food miles’, market opportunities for producers who
are struggling to remain competitive in a global market place, income
multiplier effects (as a greater proportion of the money spent in local
food outlets remains with the local economy), rural development, and
better information flow to consumers about where their food has come
from and how it has been produced. In short, local food, it is
believed, is more sustainable than its global counterpart.

The above statement highlights benefits which are representative of the results of
choosing local food. Among these benefits was that the use of local food engenders
support for the local farming community and small businesses. A further advantage
identified was the re-establishment of trust between producers and consumers.
Building on this, it is suggested that this support for local producers contributes to
the maintenance of regional landscapes and identities, as well as keeping traditional
food and food knowledge alive (Morris and Buller, 2003:564).

In addition to

building trust between the producer and consumer, support for local food producers
also empowers the local community. As mentioned previously (Haukeland, 2011;
McKercher et al, 2005; Vasudevan, 2008 ) the involvement and support of the local
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community is paramount to any attempt to preserve culture.

This support is

necessary as social aspects of human communities such as local knowledge,
practices and cultural values can contribute significantly to the sustainable
management, preservation and employment of resources (Olango et al., 2014). This
implies that the support and participation of the local community is vital as they
have much to contribute in the form of knowledge, skills and as custodians of
cultural traditions.
It is also asserted that the use of local food may be considered the antithesis of a
globalised food system (Morris and Buller, 2003). Local food production has been
heralded as a more culturally and environmentally sustainable alternative to an
increasingly globalised food production system, a system which has ‘distanced
consumers, both geographically and socially, from food producers and production
areas’ (Autio et al., 2013:564). This defensive reaction to the globalising of food
involves organisations such as Slow Food or Cittaslow (see Jung et al., 2014). A
main aim of the Slow Food movement is to preserve territories’ agricultural,
gastronomic and cultural traditions (Parkins and Craig, 2009). Slow Food is a notfor-profit global organisation founded in Italy in 1989, with the aim of promoting
food that tastes good, is socially responsible and environmentally friendly (Tam,
2008; Yepsen, 2010).

Members of such organisations celebrate and promote local

and traditional cooking methods with the aim of conserving gastronomic heritage
(Jones et al., 2003). It is advocated that networks such as the Slow Food movement
represent a resistance to the dominance of the global agro-food industry and are an
attempt at building a food economy rooted in their particular social and cultural
contexts (Parkins and Craig, 2009). This implies that such organisations contribute
to the maintenance of local culinary identities and traditions.

While the above authors highlight the benefits of local food, Sims (2010) takes a
different view and disagrees with the simplicity of defining local food as superior.
Sims suggests that the concept of local food is constantly reconfigured, both
discursively and materially. Sims explains that this is in response to the need to
negotiate the tensions between the ideals and practicalities of food production and
consumption which arise as a result of the relationships that occur throughout the
food chain. Sims further states that because food is considered local, it does not
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mean it will automatically taste better or be more socially or environmentally
beneficial. O’Neill (2014) concurs with this saying that often ‘local’ is presumed to
be ‘good’, while ‘global’ is presumed ‘bad’ without any in-depth research into how
the item is produced. The word ‘traditional’ when applied to food, suggest Guerrero
et al. (2010:231) conjures associations with the terms ‘sensory’, ‘heritage’, ‘origin’,
‘occasion’ and ‘simplicity’.

There also exists a perception that food tourism

networks, such as Slow Food, are somewhat exclusive and available only to a
minority. Walsh (2008), for example, suggests that in certain contexts, organisations
such as the Slow Food movement has been labelled as elitist, particularly when food
prices world-wide increase.

There is also a perception that such organisations

produce an idealistic view of certain places. It is noted that those living in large
cities, for example, where fast food chains dominate, will generally not have the
chance to access something like Slow Food (Jones et al, 2003). Jones et al (2003)
propose that Slow Food can produce an unrealistic utopian ideal that is not
practically accessible to the masses.

Extending this, Gyimothy and Mykletun

(2009), for example, suggest that the branding of rural landscapes and food is often
based on romantic culinary stereotypes, which idealise the concept of the
countryside and are far from the actual, often harsh, reality. The consensus from the
above authors is that often food tourism represents an idealistic and unrealistic view
of many places and is inaccessible to the majority of people. Furthering this, Autio
et al (2013) make reference to ‘ethical eating’, that is, an awareness of the origin of
food, typically practised by an elite consumer and not by the majority of consumers.
This is again reminiscent of the difficulty in defining authenticity explored earlier
(Su, 2011), that is, food tourism represents an ideal that is not truly reflective of a
region. The following table presents a summary of the main themes from the food
tourism studies.

Table 2.3 Summary of Food Tourism Studies

Lopez-Guzman

and

Survey

Food tourism incorporates

Sanchez-Canizares (2012)

tangible

and

intangible

elements of culture
Henderson (2014)

Case Study
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Local food influenced by

globalising forces
Okumus et al. (2007)

Comparative
content

Tikkanen (2007)

study,

analysis

Food

represents

of opportunity

to

market

promotional material

cultural uniqueness

Case Study

Need to understand food
tourists’ motivations

Bjork

and

Kauppinen-

Food

Survey

Raisanen (2014)

tourism

allows

engagement of all senses
Desk Review - Literature, Food may represent form

Aldredge (2008)

Cohen and Avieli (2004)

Participant Observation

of nostalgia and comfort

Desk Review - Literature

Food tourists’ motivations
from

wide

variety

of

sources
Mak et al. (2012)

Desk Review - Literature

Motivations

from

wide

variety of sources
Olsen et al. (2014)

Desk Review - Literature

Need to consider source of
food along supply chain

Everett

and

Aitchison Case Study

Food tourism contributes
to conservation of regional

(2008)

identity
Morris and Buller (2003)

Interviews

Importance
supply

of

chain

in

short
food

tourism
Case Study
Parkins and Craig (2009)

Food tourism alternative
to

globalised

food

production
(Source: Varied Literature 2003-2014)

The above table outlines the growth in food tourism together with the importance of
food tourism in marketing destinations.

The manner in which food can provide an

insight into a region’s history, culture and hospitality is also highlighted. The role
that food tourism can play in a region’s economic, environmental and cultural
sustainable development is also evident. It is widely advocated that food tourism
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represents ‘real’ culture and the opportunity to experience the tangible and
intangible elements of a place. Finally, it is apparent that food tourism is a means of
sustainable development and preserving cultural traditions.

2.5 Introduction to Irish Culture, Tourism and Food Tourism
The first part of this literature review examined ‘culture’, what it comprises and its
main influencing factors. A review of the relevant extant literature on sustainable
development, tourism and sustainable tourism was also carried out. Following this,
cultural tourism and cultural authenticity were explored. The second part of the
literature review focused on food tourism. This included the growth in food tourism,
its use in marketing destinations, the link between food, culture and history and its
role in hospitality. The notion of food tourism as an authentic representation of
culture and the evolution of cultural food traditions was also assessed. This was
followed by an exploration of the role of food tourism in sustaining cultural
traditions. This review set the background for an examination of these areas in an
Irish context.
The following section investigates the main influencing elements, emanating chiefly
from globalisation, on culture in Ireland. This section then explores tourism in
Ireland, followed by an examination of cultural authenticity within the tourism
industry. An investigation of the growth of food tourism in Ireland succeeds this.
This includes a review of the relevant extant literature on the role of food in Irish
culture and folklore, together with an exploration of Ireland’s evolving food culture
and historical tradition of hospitality.

2.5.1 The Impact of Globalisation on Irish Culture
As noted previously (Aramberri, 2001; George, 2010) there are many factors which
influence a place’s cultural identity and which may also have a detrimental effect on
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cultural uniqueness and diversity. It was further noted (Wittman, 2014) that these
factors are stemming ehiefly from the processes and facets associated with
globalisation.

Irish research carried out by IBEC (2003) highlights that the

globalisation of business markets and advances in information technology has
resulted in increased interaction between Ireland and international businesses.
Despite the recent fmaneial crisis, Ireland remains the most globalised country in the
western world and is forecast to retain its position until at least 2015 (Ernst and
Young Global Limited, 2013). Indeed, Kirby (2004) outlines how Ireland has been
held up as a model of globalisation success, going from an under-achieving country
in terms of economic development to one where growth surpassed other European
nations. The following statement by Lane and Ruane (2006:5) furthers this:
It is widely agreed that Ireland is to the forefront of the economic
globalisation process.
Indeed, standard trade and financial
indicators show that the scale of international economic transactions
betw'een Ireland and the rest of the world ranks near the top of any
group of comparator countries.
The above quotation highlights Ireland’s position among the most globalised
countries. The statement further outlines that much of Ireland’s economic success is
highly reliant on ‘international economic transactions’.

This implies a high

dependency on foreign investment. As already outlined (Caftanzoglou and Kovani,
1997), any area that is dependent on foreign investment to survive economically
may struggle to retain its identity in the face of new policies and political structures.
According to the Organisation for Economic Co-ordination and Development
(OECD), Ireland has long recognised the financial, technological and employment
advantages of foreign direct investment (FDI) and has keenly pursued integration of
the Irish economy into the global economy by attracting foreign investment (OECD,
1994). In another vein, Barry and Bradley (2012) maintain that smaller exporting
economies tend to be reliant on neighbouring larger economies due to geographical
factors, which in Ireland’s case would traditionally have been Britain. It is also
suggested that Ireland has a long history of adjusting to outside pressures due to its
geographical location and history of colonisation (Smith and Hay, 2008).

Further to this, considering Ireland’s high reliance on FDI and its membership of the
EU, it could be argued that Ireland has lost some of its sovereignty and faces many
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difficulties in preserving its culture and identity. EU membership means that many
issues are decided at EU level. It has been suggested that: ‘The individual has long
since ceased to be merely a citizen of his town, district or state; he is also a
community citizen’ (Borchardt,

1999:9).

Borchardt’s statement regarding

membership of the EU highlights how people must think of themselves as being part
of a community on a greater scale. For Ireland, joining the EU could be seen as the
first major step to globalisation.

Ireland was well suited to EU membership

according to Smith and Hay (2008:363) as it was: ‘A small and open former colony
on the periphery of Europe, Ireland’s tradition is largely one of dependence and
adaptation to external pressures and imperatives.’

Although EU citizens are not expected to disband their identities to fit in to the EU
but rather harness those differences to be of benefit to the EU as a whole, it does
mean, however, adherence to the law of the EU. Many issues of unemployment,
economic growth and the environment are no longer decided at national level; most
decisions are taken by a core in Europe, with the peripheral areas suffering as a
result (Borchardt, 1999; Delamont, 1995; Smith and Hay, 2008; Vaughan, 2010).
The impact of the EU on Ireland’s domestic policy-making is encapsulated by
Vaughan (2010:3) who outlines that:

Domestic policies and policy attitudes are, to a significant extent, shaped at
European level.
Significant areas of EU policy are shaped by policy networks which include not only
member states and the Commission but an array of interest groups, experts and
consultants.
The distinction between domestic policies and foreign policy has weakened.
The above provides an insight into some of the many ways in which the EU
influences Irish national decision making and authority. Similarly, in a study carried
out on both British and Irish political leaders and senior policy makers, Smith and
Hay (2008) found that while the majority of participants believed that European
integration was a somewhat unstoppable force and overall beneficial for their
respective countries, it was also seen as a threat to domestic policy making powers.
Brennan et al. (2009) suggest that for many small peripheral countries, decisions are
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taken at a supranational level, giving little regard to local culture.

This is no

different in Ireland’s case. Decisions impacting Ireland’s cultural and economic
fortunes are often taken outside the state (Tovey and Share, 2003). They contend
that it is often suggested that ‘Irish society would run much more effectively (or
efficiently) if it was governed directly from Brussels’ (2003:532).

Building on this, and as noted previously (Caftanzoglou and Kovani, 1997) new
policies and investment from abroad oftentimes call for national cultures to be put
aside when necessary for economic survival and can have a detrimental effect on
native culture.

Caftanzoglou and Kovani’s study outlines how traditional rural

customs and practices were seen by those in authority as the antithesis to
contemporary Greek life. The study highlighted the high regard that the local rural
population had for their traditions and customs and the necessity of considering the
role played by local cultural practices in policy implementation. In a similar vein, it
is suggested by Boland (2010) that Ireland’s economic success may be encapsulated
by the Celtic Tiger years. Corcoran (2012) points out that money came to define
Irish society leading up to the economic crash and that in the early years of the
twenty-first century the main area of concern amongst politicians and the public
alike were economic matters, and furthermore, all notions relating to the social self
were passed over in favour of developing the economic self Boland (2010) points
out that throughout the Celtic Tiger period traditional ideals such as collective
solidarity and inter-generational respect were pushed to one side as they were seen
to be smothering constrictions to new lifestyles, and to economic progression. This
implies that traditional socio-cultural elements were dismissed as incompatible with
economic security. This suggests that in an Irish context, as in the above study by
Caftanzoglou and Kovani (1997), that new policies and reliance on investment from
abroad adversely affects native local culture. This is also reminiscent of Jimura’s
(2011) study explored in Section 2.3.1 which outlined how economic success
resulted in negative intangible outcomes such as a decrease in community spirit. It
is also reflective of the theory (Tovey and Share, 2003) that the accompanying
elements of globalisation tend to have a negative effect on traditional national
culture.
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In another vein, a further feature of Ireland’s economic success meant that for first
time in the country’s history, immigrants were needed to fill the labour market
(O’Reilly, 2004).

Population wise, Ireland went from being one of the most

homogenised societies to one of the most open (O’Reilly, 2004). As Borchardt
(1999) notes workers within the Eli can travel freely within the EU territory to seek
employment, a necessary measure of globalisation and European integration.
Labour migration to Ireland was mainly to support the economic boom, when there
was an acute shortage of workers (Krings, 2007). Research by the Central Statistics
Office (CSO) shows the number of non-Irish nationals living in Ireland increased by
30% between 2006 and 2011, with 199 different nations represented (CSO, 2012).
In the mid-1990s a major component of immigrants was former Irish emigrants and
British people (Mac Einri, 2001).

Since Ireland unlocked its labour market to

citizens of the new EU member states in 2004, intra-European migration to Ireland
enlarged dramatically, in particular from Poland (Krings, 2007).

Also among

Ireland’s new immigrants in the early 2000 were those from African nations
(Shandy, 2008). Irish research carried out by IBEC (2003) outlines that Ireland is
now home to many multinational organisations, often with a multinational
workforce, which means exposure to many diverse cultures.

Krings (2007)

acknowledges that while a great number of these workers who came to Ireland will
leave again and travel to other countries to seek work as is the nature of
globalisation, others will settle in Ireland.

Building on this, and as discussed previously, it is suggested that migration is an
issue that affects cultural uniqueness and often raises the question of identity in
today’s society (Bhatia and Ram, 2009). As further noted (Machida, 2012) what
often occurs regarding immigrant communities’ assimilation into a new society is
the fusion of their own native culture with the host culture, thus amalgamating into a
new hybrid culture. This means that elements of both the home and host culture mix
to form the new hybrid culture. Furthermore, and as explored in Section 2.1.1
Buzan (2010:10-1) suggests: ’Cultures evolve not only in response to their own
internal dynamics, but also because of encounters with other cultures.’ Applying
this theory to Ireland’s situation suggests that upon their return, returning Irish exiles
will bring back with them culture learned from their host culture, and the new
immigrants will bring aspects of their native culture with them. This is also in
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concurrence with a proposition by Brown and Cave (2010) that islands with a
traditional history of outward migration are particularly vulnerable to cultural
change, as often returning expatriates bring with them culture learned from abroad.
This suggests, therefore, that small, open economies like Ireland are particularly
susceptible to outside influences (Smith and Hay, 2008). With its long legacy of
emigration and more recent history of immigration, together with its geographical
and economic position, this is particularly applicable in Ireland’s case. Furthermore
it is suggested that ‘neither Irish culture nor Irish identity can be seen as selfcontained, immutable, or closed. A new state of flux, typical of post-colonialism
and globalisation, opens up a new era of more fluid and uncertain construction of
cultural identity’ (Fagan, 2002:140). Fagan’s statement outlines that Irish ‘culture’
is constantly evolving and renders the notion of trying to define identity
complicated.

As noted previously, it is difficult to find any country that lives completely
independently from globalising forces (Aramberri, 2001; George, 2010). It is argued
(Tovey and Share, 2003) that in a world connected globally, economically and
technologically, individual national differences have little significance. Furthering
this, it is suggested by Inglis and Donnelly (2011) that as a consequence of
globalisation people are increasingly thinking and operating globally and as a result
are disconnected from the local and do not have the same sense of belonging to a
locality or to a national society. It was previously advocated by Corcoran and Share
(2008), however, that although the meaning of identity may have mislaid some of its
solidity in contemporary society, older commonalities and identities still persevere.
It is argued that brushing out the idea of identifying with the locality in Ireland is
perhaps hasty (Murray, 2007). Various Irish studies have shown that in many cases,
the ‘local’ place still holds sway for many people and that trying to render the notion
of community and locality in 2C^ century Ireland obsolete may be rash (Cox and
Curry, 2010; Inglis and Donnelly, 2011; Keohane and Kuhling; 2010; Murray,
2007). Earlier research by Munck (2003) for example, argues that local and national
governance is not obsolete but is, however, made more complex due to
globalisation. This suggests although local governance may still exist, it now has to
contend with more ‘outside’ influences.
Donnelly (2011:128-29) who advise that:
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This is further explored by Inglis and

The relation between the local and the global is more complex. To
take Ireland as an example, it has never been a closed society or
culture. It has always been open to flows in and out of the country of
capital, ideas, technology, goods services and people. What has
changed, however, is the frequency, depth, breadth and intensity of
these flows and how they penetrate everyday local life. But although
the intensity of globalisation may be new, it is not a standard, uni
directional process. It involves an adaptation to local conditions.
People may move around the world, they may be open to change and
other people, but they also identify strongly with and remain attached
to the place in which they grew up.

The above quotation outlines that the notion of connecting with the ‘local’ remains
significant. This suggests that although people have increased contact with global
forces, the local place is still important. It is also suggested that many people still
robustly identify with their local place and culture (Bridger and Luloff, 1999).
Furthermore, it is argued (Murray, 2007) that while some advocates of the
cosmopolitan ideals suggest that the concept of local is out-dated, and those who
resist transnational processes are unfashionable or insular, community life in twentyfirst century Ireland may well remain the preserve of locality and place. Indeed, a
study by Brennan et al. (2009) on small towns in Ireland, predominantly in the west
of Ireland illustrated that local culture played a significant role for any development
of the area.

The towns’ unique history and geography contributed to the local

culture, and it was found that an understanding of this culture would contribute to
economic progression. The communities were identified as very independent and
any venture that would create jobs and aid the region economically was attempted.
The areas in question were found to be under-represented in national government
and bypassed by the Celtic Tiger years, and locals believed the onus was on them to
take care of themselves. The study by Brennan et al. (2009) concluded that culture
and the connection to it was a powerful motivator to incite opposition if locals
believed that their area was being exploited and ways of life not respected.
Furthermore, it was outlined that culture can be used to inspire community members
and can serve as a tool for policymakers and others interested in encouraging local
level development. Additionally, it was concluded that if the emphasis was on the
wealth and diversity of cultural heritage, then social and economic well-being could
be enhanced (Brennan et al, 2009). Their study highlighted that local culture should
not automatically be dismissed as insignificant or of little consequence. Their study
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also emphasised the importance of understanding local culture and the crucial role it
can play in an area’s economic development. This correlates with research noted
earlier (Olango et al., 2014) regarding the importance of incorporating local culture
into sustainable development plans. It also adds to the assertion by UNESCO (2013)
that cultural diversity is a rich asset for societies and should be afforded protection.

This above section outlined many of the elements impacting Irish culture. Primarily,
these elements stem from the process of globalisation. Considering the impact of
forces such as external governance, a high reliance on foreign investment and
migration, it could be argued that Ireland faces many challenges in sustaining an
independent culture. As noted in Section 2.2 tourism is often merited as a means of
sustainable development and as a method of preserving cultural traditions (see
Section 2.3). The following section explores this in greater detail.

2.6 An Overview of Tourism in Ireland
It was previously noted (Chambers, 2009; Hall et al., 2003; Kimmel et al., 2015)
that many regions consider tourism as a means of sustainable development.

In

Ireland, tourism is a major concern on both a national and regional scale (Murray et
al., 2015; Walsh et al., 2009). Indeed, preliminary findings indicate that in 2015
overseas visitors to Ireland have increased from 2014, also signalling an increase in
expenditure (Failte Ireland, 2015b). The Department of Transport, Tourism and
Sport (2015) outlines that in 2013 approximately 5.7 billion euro was generated by
tourism. It is proposed that this has the potential to significantly increase, with local
authorities playing a key role in this development (Department of Transport,
Tourism and Sport, 2015). According to the Irish Tourist Industry Confederation
(ITIC) in 2015, overseas tourists to Ireland spent 4.1 billion euro, while domestic
tourists spent 1.6 billion euro. Furthermore, overseas visitors to Ireland exceeded 8
million in 2015 (ITIC, 2015). Issues of seasonality, however, as in other countries,
are acknowledged. Harrington et al. (2014) for example, note that Ireland’s tourism
industry is strongly reliant on the peak summer months.

Despite this, however,

tourism has been heralded as a means of recovery for Ireland following its economic
difficulties. Gorman and Mottiar (2015:3), for example, suggest that:
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In Ireland tourism is now considered one of the many sectors that can
aid increased employment, revenue generation and social capital thus
lifting local, regional and national economies.
The above quotation outlines that tourism has the potential to contribute on a local,
regional and national scale and assist the country’s recovery following the economic
recession. This, however, is not a new phenomenon. The potential of the tourism
industry in Ireland has long been recognised, particularly with regard to culture and
heritage, resources which have been much exploited to stimulate economic activity
(Gannon et ai, 2010; Royle, 2010). This is built on the premise that Irish culture
has a unique appeal. As Royle (2010:14) suggests:
Some come for the tranquillity and the antiquities. Others are
attracted by the culture: the Irish language, the traditional music and
dance, the ‘craic’, that untranslatable word which connotes warm
fellowship and good times.
The above quote highlights some of the many attractions of Irish culture. Ireland
has a distinct cultural heritage comprising music, literature, dance, drama and
storytelling (Almond and DeJordy, 2010). As noted previously, however, (Hunter,
2011; Jokilehto, 2006) the demand for such cultural experiences often results in
selective elements of a culture been chosen for marketing purposes and to meet pre
conceived notions, therefore not providing a realistic representation. The following
section explores this in an Irish context.

2.6.1 Cultural Authenticity in Irish Tourism
As noted above, although Ireland has many unique cultural assets (Royle, 2010), the
manner in which this heritage is presented is often questioned.

This can be

evidenced, for example, by looking at the development of traditional Irish music and
the way it is represented. Ireland’s national symbol, the harp, has its origins in
medieval times (Bayliss, 2004).

Traditional Irish music was recorded aurally

through the generations (Almond and DeJordy, 2010). Bayliss (2004:503) suggests
that ‘Irish music has acted as a defence against English cultural hegemony’ and was
used as a cultural expression and means of organising social gatherings for Irish
emigrants.

A study of Irish traditional music by Kaul (2007) based in Doolin,
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County Clare, illustrated that historically, Irish music and set-dancing took place in
the home, with its introduction to the pub being a more recent phenomenon. The
study highlighted how traditional Irish ‘sessions’ were spontaneous and informal,
the musicians played for the appreciation of music and the social interaction with
friends and family. Now, in certain cases, the ‘sessions’ were more organised and
tourism-oriented.

As Brabazon and Stock (1999) propose, however, a living

tradition only survives as long as it evolves. This, they advise, may explain the
success of groups such as The Pogues and The Corrs, which although include
traditional instruments such as whistles and fiddles, present the music in a
contemporary fashion.

Equally, they highlight how Riverdance was the highest

selling video of all time. The show was a mixture of authentic instruments and
dancing styles, but with much bigger chorus lines. This re-packaging of Irish dance,
they claim, was essential to its survival. This suggests that in order for this cultural
tradition to be embraced by the next generation and more appealing to a wider
audience, this evolution was necessary.

In a similar vein, the Irish pub is often considered the very embodiment of Irish
culture, and an important cultural asset. Corcoran (2012) maintains that traditionally
pubs were a ‘third place’, that is, somewhere outside of the home or workplace
where people could meet to socialise and relax. Likewise, O’Dwyer (2001) suggests
that the main focus of the pub has traditionally been one which focuses on
exchanging news and celebrating various occasions.

Tovey and Share (2003)

outline that until the mid-twentieth century pubs were bases for trade and business as
well as for community and political groups but in more recent years have been
incorporated into the leisure and tourism industry. More recently, however, it is
suggested that the Irish pub finds itself in difficulty, due to, for example, more
people choosing to socialise at home (Murphy, 2013), often leading to inaecurate
portrayals, or, those based on the past, rather than the present.

It is proposed that images of Ireland often feature in films and promotions as a
pastoral place with a slow pace of life, an escape from modern day living (Brereton,
2006). As suggested by Delheure et al. (2014:186);
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The countryside dominates imagery used in advertising Ireland
overseas and many tourists visit rural areas, use their physical
resources (activities based around mountains, lakes, rivers, the sea)
and their social and cultural resources (meeting people, socialising in
pubs, attending rural literary and music festivals and visiting
historical and cultural sites) during their holiday.
The above quotation provides an insight into the domination of natural and socio
cultural resources in marketing.

This suggests that there is a heavy reliance on

‘traditional’ and ‘heritage’ aspects of Irish culture. This is also reminiscent of the
study by Su (2011) where it was outlined that often the tourist will have pre
conceived notions about an idealised countryside setting and way of life.

This

results in a ‘superficial’ experience of culture and not an experience of actual reality.
The above outlined how images of the Irish pub and drinking, the Irish welcome,
Ireland’s traditional cultural heritage and tranquil landscape are commonly used to
market Ireland. It is suggested, however, that reference is rarely given to Ireland’s
modernising economy or industries, or a realistic picture of what the tourist may find
(Sheridan and O’Leary, 2005). This implies that the emphasis is on heritage and the
past with little promotion afforded to modern-day life. As proposed by Brereton
(2006:409): ‘This utopian image is difficult to sustain within a postmodern Celtic
Tiger’, which has made the concept of authenticity and identity difficult to define.
Extending this notion, it is suggested that ‘as the wave of the Celtic Tiger recedes,
the Irish are left floundering, struggling in a shallow puddle between the safe, sandy,
beach of ‘old Ireland’ and the vast ocean of globalisation and neo-liberal capitalism
(O’Donovan, 2009:107). This implies that Irish society is unsure of what ‘real’
culture and identity constitutes, which adds another dimension to the obscurity of the
concept of authenticity.

Furthermore, and as noted previously (MacDonald and

Jolliffe, 2003; Su, 2011; Xie and Wall, 2002) the tourist often has pre-defined
notions of what to expect and what they think is truly authentic. It was also noted
previously (Teo and Yeoh, 1997) when culture and history are incorporated into the
realm of tourism, commodification is often the outcome. Graham (2001) furthers
this notion and advises that the concept of authenticity in Ireland is particularly
difficult to grasp, outlining such influences as a history of colonialism and the
‘Americanisation’ of Irish culture. This again calls into question the authenticity of
the culture often presented to the tourist. This is also reminiscent of the concept
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noted earlier (Jimura, 2011) that is, the introduction of tourism may have many
negative effects on local culture and cultural uniqueness.

The above provided an insight into how the manner in which ‘authentic’ culture is
portrayed which may not be a realistic representation. Furthermore, considering the
many factors noted above that influence Irish culture, it could be argued that it is
difficult to maintain, or indeed, define, what authentic ‘Irish’ culture comprises. As
noted in Section 2.4.4 food tourism is often advocated as an accurate representation
of culture. The following section furthers this and explores first, the growth of food
tourism in Ireland, then its links to culture and heritage.

2.7 The Growth of Food Tourism in Ireland
It is suggested that ‘the food sector in Ireland is experiencing a renewed growth
phase’ Henchion (2014:81). Indeed, the agri-food sector accounts for 9.2% of total
employment in Ireland (Department of Agriculture, Food and the Marine, 2014).
The previous section (2.6) noted that tourism in Ireland is a major concern on both a
national and regional scale.

These sentiments outline how separately food and

tourism both contribute on a significant scale to the Irish economy. The combined
contribution of these two entities is outlined by Delheure et al. (2014:180) who
suggest that ‘food and tourism industries play a pivotal role in the Irish economy,
particularly in rural and regional economic activity.’ This is further evidenced when
considering that in Ireland in 2009, tourists spent almost €2 billion on food and drink
(Failte Ireland, 2010). Ireland has significantly advanced its food tourism sector in
recent years, which can be witnessed in the growth in farmers markets, food
festivals, cookery schools and restaurants which have given Ireland the opportunity
to develop its food culture (Failte Ireland, 2010; O’Connor et al., 2007). Indeed,
Dunne and Wright (2015:2) suggest that in Ireland ‘in the past number of years,
farmers markets, food fairs and food festivals have become increasingly popular’.
This growth may be attributed to a number of factors. As explored in Section 2.4.2
the importance of food in marketing is evident considering that using a region’s
native cuisine as a means of attracting tourists is widely practised.
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In Ireland,

significant marketing efforts have been made to promote Irish food as high quality
and as a key aspect of Irish culture (Failte Ireland, 2015a). Another perspective is
offered by Henchion (2014:82) who claims that this growth is a result of ‘increased
consumer interest in the provenance of food, environmental concerns, health and the
desire to support the local economy’.

This outlines a growing interest in the

background of food, a consciousness about environmental impacts and a wish to
contribute to local economic security. This is reminiscent of the assertion by Olsen
et al. (2014) that many consumers are becoming concerned with the source of their
food and its origins. Furthermore, recent Irish research adds to this and outlines not
only how interest in local food is growing, but also interest in learning the story
behind the food (Dunne and Wright, 2015). Moreover, research by Bord Bia suggest
that there is a perception among consumers that food tourism constituents such as
food markets

‘are the natural home of real and ‘authentic’ foods and eating

experiences’ (2014:5). Additionally, they contend that there is increasing interest ‘in
sourcing food through small and local artisan producers’ (2014:6), together with a
growing desire ‘to engage in direct dialogue with the person who grew or made their
food products’ (2014:7).

This implies a wish to source food which is of high

quality, made with skill and attention. This demand can be met by artisan foods,
suggest Delheure et al. (2014) who advise that such products involve high levels of
craft in production. The popularity of food tourism can be further evidenced
considering organisations such as Good Food Ireland, which are representative of
this desire to promote local food made with skill and tradition (goodfoodireland.ie).
In another vein, it is suggested that there is a desire for more ‘trustworthy’ food,
often represented by traditional recipes and dishes (Geyzen et al., 2012; Sharpies,
2003). Building on this, O’Donovan et al. (2012) suggest that there is a perception
that as a result of chasing economic rewards perhaps the country has moved too far
away from its native soil when it comes to food and there is now a demand to return
to Ireland’s food roots. They suggest that social, economic and global changes have
impacted Irish food through the years but there is now a desire to reconnect with
authentic cultures and food. This motivation to reconnect with food, notes Richards
(2002) is as a result of nostalgia and the desire to return to the ideals of a past
lifestyle. In another vein, the growth of food tourism in Ireland may be attributed in
part to changing perceptions about Irish food. This notion is furthered by Tourism
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Ireland (2009) who suggests that, although it came as a surprise to many, Ireland has
a new role as a ‘must visit’ food tourism destination. This is explained by Mac Con
lomaire and Cashman (2011) who claim that in the past, it was generally considered
that Ireland did not possess a distinctive culinary tradition.
The above provides an insight into the growth of food tourism in Ireland. It is
suggested that the Irish food tourism industry may be further expanded by
concentrating on combining food with Ireland’s renowned culture and hospitality,
leading to an increase in profitability and sustainability for all involved in the food
tourism sector (Failte Ireland, 2010). This suggests that it is not only food quality
that is important; it is the accompanying elements such as culture and hospitality. In
order to realise this, Mulcahy (2012; 1-2) notes the necessity for Ireland to create:
’An imagined community of gastronomy that accommodates and balances
innovation and tradition, individual creativity and time honoured conventions, the
singular and the collective.’ This implies that such elements as traditional food and
heritage and new food innovations must be combined to ensure success. It further
implies that this must be a ‘community’ or collective effort. This is reminiscent of
the notion of stakeholder theory explored earlier (see section 2.2.1) which outlined
the necessity of having support from all interested parties.

In a similar context,

recent Irish research by Gorman and Mottiar (2015) outlined the importance and
benefits of collaboration among businesses within tourism destinations to promote
the community as a whole, rather than single tourism entities.
This is also in accordance with the WTO’s (2012) recommendation that countries
around the world can expand their food tourism industries by giving local and
regional cuisines special attention, as well as those involved in producing them.
Further pre-requisites for success are noted by Bord Bia (2014) who advise that food
tourism endeavours must be economically feasible, represent value for money,
together with selling the ‘whole’ experience, in which the ‘personality’ on the front
line can play a crucial role. Furthermore, they outline that food tourism endeavours
such as food markets have the potential to be a significant source of identity for local
communities, contribute to the local economy, as well as representing a possible
avenue for the renewal of traditions. Extending this idea, Delheure et al (2014)
discussing the concept of 'terroir\ that is, the connection between landscape,
knowledge, skills, crafts, heritage and food, outline that Ireland has much potential
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to develop regional tourism based on the natural assets that many territories have. It
is also advised by Failte Ireland (2010:12): ‘Food is a good strategic fit with
Ireland’s appeals and motivators of beautiful scenery, a natural unspoilt environment
and friendly and hospitable people and a genuine Irish food experience adds to the
sense of place for a visitor.’ It is further proposed (Failte Ireland, 2015a) that this
‘sense of place’ can be created by linking food to culture, heritage and folklore. The
following section will explore this concept in greater detail.

2.7.1 The Role of Food in Irish Heritage and Culture
Ireland’s historical connections to food and drink can be evidenced if it is considered
that whiskey has been distilled in Ireland for over a thousand years; Guinness has its
origins in Dublin in the 1700s; and world famous cream liqueurs such as Baileys
originated in Ireland (O’Gorman, 1994).

When discussing the history of Irish

cuisine, it is noticeable that the potato is frequently mentioned.

From its

introduction to Europe in the 16^*^ century, the potato was embraced by the Irish
people as a key part of their diet (Davidson, 1999). As pointed out by Mac Con
lomaire and Gallagher (2009:1), ‘few plants have been as central to the destiny of a
nation as the potato has been to Ireland’. This, however, they contend led to an
over-reliance on a single food source for many of the country’s poor, contributing to
the devastating consequences which occurred when the crop failed in the famine of
the 1800s. Considering these ancient connections to food, the notion that food can
provide an understanding of a place’s history (see Mykletun and Gyimothy, 2010)
can also be applied to Ireland’s situation.
As noted previously (Fox, 2007; Okumus et al, 2007; Tam and Frost, 2008), food
can be a distinctive symbol of a place and give insights into its culture and can help
in understanding ways of life and customs. The importance of cattle to the ancient
Celts in the

century is recorded by Twist (2001:189) who notes that cattle were ‘a

highly portable form of wealth, and as such were a prime target for thieves and
raiders’.

Twist further notes that cattle rustling may have been the primary

‘occupation of some elements of Celtic society’, and whose feats were regarded as
heroic, as evidenced in the Irish classic text The Cattle Raid of Cooley (2001:189).
Furthermore, several historical accounts detail customs concerning food. This can
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be evidenced when considering the eating habits and feasting of the ancient Celts
(Davidson, 1999).

Wilson (1992) outlines how such recordings include detailed

accounts of ancient mealtimes whereby the Celts would cook meat over a roasting
spit or boil it in a cauldron, then eating it with bare hands, a ceremony suggestive of
the war faring nature of society. Wilson (1992) describes the ancient mealtimes of
the Celts in further detail outlining how the elder Celts were waited on by their
children and the bravest warriors received the largest portions. Furthermore, it is
recorded that the use of the cauldrons was more significant in revealing details about
the Celts than just a preferred method of cooking. It was the itinerant Irish smiths
who were working along the French Mediterranean coasts who copied this method
of cooking with cauldrons from the Greek colonies that were there at the time. This
resulted in this ancient cooking style finding its way to Ireland from previously
unconnected places. It is also suggested that the establishment of British salt mines
allowed the Celts to begin preserving their meat with the salt from the mines
(Wilson, 1992). The industriousness of the ancient Celts in their farming methods is
further noted by Kipple and Ornelas (2000) who outline that it was the Celts who
domesticated ducks, hens and geese in ancient Britain, began the practise of
beekeeping and successfully harvested enough wheat that it allowed for the export of
grain to other parts of Europe.
In another vein, Connery (1992) suggests that Ireland’s ancient Brehon Laws give a
further insight into the role of food in historic Irish society. Brehon Law was a legal
system that was implemented throughout the island of Ireland from Celtic times into
the 17^^ century (Higgins, 2011). The Brehon Laws outlined how farmers were
required to provide the Chieftains with gifts of food such as butter, milk and pork.
The laws also recognised the importance of the fisherman’s role, and gave the
fisherman special status (Connery, 1992). The Brehon laws outlined the importance
of honey in Irish society at the time. The law stated that ‘any man who found a
swarm of bees was entitled to one quarter of the honey produced at the end of the
year’ (Abbott, 1980:105). The remainder of the honey, Abbott notes, was to be
shared among neighbours as it was likely the bees also gathered from nearby farms.
The Brehon laws also make reference to food, particularly honey, being used as a
form of currency. Food was given as a form of rent payment to landlords (Clarkson
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and Crawford, 2005; Cullen, 2001). This gives a further insight into the importance
of food in Ireland’s ancient culture.
In a similar vein, it was noted in Section 2.1 that folklore forms an integral part of
culture.

In Ireland, legends and folklore are steeped in references to food and

feasting (Mahon, 1991; Sexton, 1998). Many legends make reference to specific
foods and times of the year, as well as the properties for which they are renowned.
Such folklore includes the tale of the how milk from Kerry cows makes a child grow
up beautiful, good-natured and wise (Linehan, 2006), hazelnuts represent kernels of
wisdom, or a ring hidden inside a barmbrack cake at Halloween decides the destiny
of the one who finds it for the coming year (Connery, 2001). Apples are recognised
for their healing properties and the prosperity they bring (Mac Coitir, 2003).
Bilberries are frequently referenced in Irish folklore, in particular for their
connection with Garland Sunday at the beginning of August (Cowan and Sexton,
1997). Davidson (1999) notes that it was customary for colcannon, to be strewn
with charms and the girl who found one could expect a marriage proposal. Mahon
(1991) outlines how a barmbrack cake was baked for New Year’s Eve and when the
cake was eaten, the crumbs were thrown at the door, thus banishing hunger for the
coming year. Other references to food in Irish folklore and legends include how the
salmon of knowledge gave great wisdom to those who feasted on it; how bees
belonging to St Gobnait defeated an invading army; and how poor milk produces
were caused by interference from supernatural forces.

Bread was held in high

esteem and it was thought to be unlucky to waste it. The killing of a pig was a social
occasion where the neighbours came to help and were rewarded with fresh meat. It
was a custom that a pig should never be killed under a waning moon lest the meat
reduce in size (Mahon, 1991). Furthermore, Irish folklore held that many fruit teas
and wines were believed to have curative properties; dandelion tea mixed with
whiskey was used by those with chest ailments; cowslip wine was thought to be
good for the complexion; tea made from boiling wild carrots was said to be good for
rheumatism (Mahon, 1991).

The medicinal herb St John’s wort was picked at

Midsummer, usually between the end of June and start of July, thought to be at its
strongest at this time of year (Danaher, 1972).

Connery (1992) advocates that

farmers collected seaweed to use as fertiliser from the closest spring tide to St
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Brigid’s Day, legend having it that St Brigid dipped her foot in the water at this time,
thus making it the greatest tide of the year.
It is evident from the above that food plays a notable role in traditional Irish culture
and folklore. Considering this, weight is added to the assertion by Mac Con lomaire
and Cashman (2011) that is, despite the general consensus that Ireland does not
possess a distinct culinary tradition, this is not the case. As Connery (2001:11)
surmises:
Although the myths, legends and fairy stories of Ireland’s heroic and
mystical past may seem to have small relevance in today’s
sophisticated society, they do still have the power to inspire and
entertain, comfort and sustain. After all, the past lives on in our
minds, in our landscape and the dishes we take to our table.

The above quotation encapsulates the connection between food and folklore and
culture. It is also noted that ‘the past lives on’ through traditional dishes. This
implies that food is representative of cultural traditions and plays a role in forming a
connection between past and present. As noted in an earlier section (2.4.4) food is
often advocated as one of the last remaining ‘authentic’ elements of culture. The
following section explores this concept in an Irish context.

2.7.2 Food as an Authentic Representation of Irish Culture
As noted previously (Okumus et al., 2007) food is one of the few remaining cultural
elements that has retained its authenticity. A study of farmers’ markets in Dublin by
Zittlau and Gorman (2012) suggested that visiting the markets can be as much about
getting involved with the culture as with the food.

Their study illustrated how

tourists perceived the markets to be an authentic representation of Irish culture,
noting that it was the availability of Irish ingredients that made it seem authentic.
Their study further highlighted that it was a place to meet Irish people and
experience a ‘living’ culture and get a true insight into local traditions and identity.
Similarly, O’Drisceoil and O’Drisceoil (2005) speak of a historic ‘interdependence’
between food markets and towns, with the markets displaying a town’s social as well
as economic environment. This is in a similar vein to the assertion by Bord Bia
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(2014:5) noted earlier that food markets

‘are the natural home of real and

‘authentic’ foods and eating experiences’.
In was also noted earlier (see section 2.4.4) that certain locations have a culinary
‘identity’ and that some foods are synonymous with certain locations. Many food
products in Ireland are closely connected with local culture and identity such as the
Kerry cow or Iveragh lamb (Mulcahy, 2012), while Abbott (1980:27) makes
reference to ‘the great oyster eaters of Galway’. Similarly, Fox (2007) adds to this
and provides the example of County Cork’s reputation for producing artisan cheese.
Fox contends that the pastureland of Cork allows for distinct cheeses such as
Gubbeen, Durrus and Cashel Blue to be produced, which have been essential in
developing Cork’s gastronomic identity.

It is also noted by O Drisceoil and O

Drisceoil (2005) that in Cork, particular cuts of meat were associated with the poor.
Cork was at one time a centre of provision for the British army and a hub for
butchering and food supplies. The lesser cuts of meat were kept for the poor, while
the better cuts went to the wealthy. Many of these traditional ‘poor’ foods are still to
be found in Cork’s English Market including tripe and drisheen, bodice and kidneys,
buttered eggs, and spiced and corned beef.

Spiced beef, a product normally

consumed at Christmas, is also a speciality of the English Market, and owes its
origins to Cork’s 18^^ century connections to far away trading ports (6 Drisceoil and
O Drisceoil, 2005). Irish stew features frequently in Irish food history with mutton
constituting the predominant ingredient (Cullen, 2001).

Ireland’s diet has

historically reflected the rural environment of the economy, with milk, meat, and
offal such as pigs’ cheek and crubeens featuring in traditional diets, accompanied
with herbs, wild fruits and vegetables, such as shamrock, while seaweed was much
eaten by those in coastal regions (Clarkson and Crawford, 2005). Abbott (1980)
suggests that perhaps Ireland’s food traditions lay in the quality of its ingredients
rather than in any particular dish.
The above provided an insight into the connection that certain food products have to
certain localities. It was also noted previously, however, (Mkono et ai, 2013) that
authenticity is difficult to define, and when applied to the realm of food, becomes an
even more obscure notion. Guidelines on terms frequently used in association with
‘local’ food are provided by the Food Safety Authority of Ireland (FSAI).
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It is

proposed that such terms include ‘artisan’ which means a product made in limited
quantities in a microenterprise, by skilled craftspeople. Furthermore the term
‘farmhouse’suggests a product made on a specific farm microenterprise and using
local food, and the term‘traditional’ describes a product made in a micro enterprise
from a recipe without modification for a minimum of thirty years (FSAI, 2015). A
study of chefs in Galway outlined how local food was difficult to define in terms of
geographical distance, for example, distance from outskirts of the city, or on the
island of Ireland. The study outlined how the term ‘local food’ is influenced by and
associated with a number of factors including: high quality ingredients, shorter
supply chains, animal welfare, consumer demand, distance from source, reaction to
mass production and a quest for ‘authenticity’ in food (Duram and Cawley, 2012:167). Similarly, an earlier study of farmers and retailers in Gloucestershire, England
highlighted that many perceptions of the term ‘local food’ exists (Morris and Buller,
2003). In a similar vein, recent Irish research on ‘local’ and artisan food outlines the
elusiveness of what constitutes ‘local’ food (Dunne and Wright, 2015).

This

elusiveness is furthered by Henchion and McIntyre (2000) who suggest that, broadly
speaking, in Ireland local food means Irish food. Research by Dunne and Wright
(2015), however, suggests that local food may be based more on an emotional
connection, one which considers the value of contributing to the local community,
rather than a geographical one.

Furthermore, the notion of perceived authenticity

was also explored in section 2.3.1, that is, the tourist will have pre-formed notions
about what will be available. An interesting perspective is offered on this in a study
of restaurants in the southwest of Ireland by O’Brien and Browne (2012). Their
study found that despite demand from tourists, traditional Irish dishes did not appear
on menus as much as would be expected. Their study illustrated how towns which
focused on tourism as an economic driver did not feature traditional dishes as much
as those towns whose primary industry would not be tourism. Their study concluded
that in order to find authentic dishes, the tourist was more likely to succeed outside
of the tourist belt. According to O’Brien and Browne (2012:6):
Ireland’s food heritage, food culture and traditional food dishes are
in danger of becoming overtaken by international dishes on Irish
menus. This is not to say that Irish produce is in danger of becoming
overtaken from international produce as food materials within dining
establishments, but it is possible to lose an integral part of Irish
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identity and culture through a lack of confidence of traditional Irish
dishes and their ability to attract consumers.
The above quotation outlines that although there is a high level of confidence in Irish
produce, this is not applicable to traditional Irish dishes. It is suggested that this is
not in line with the demand from tourists who are seeking an ‘authentic’ Irish dish.
The above quotation is reminiscent of findings from Mallorca (Alcock, 1995; Fox,
2007) where traditional cuisine was pushed aside in a bid to cater for tourist
preferences.

This risk to culinary identity is also comparable with research by

Mbaiwa (2011) explored in Section 2.3.1 which highlighted the negative effects of
tourism on local culture. The same research also highlighted, however, that culture
may evolve naturally over time, regardless of tourism.

This has happened, for

example, to Ireland’s relationship with the potato with competing carbohydrates now
existing in the form of pasta, rice and noodles, a result of increased immigration into
Ireland, and also as a result of increased travel among Irish people (Mac Con
lomaire and Gallagher, 2009). Indeed, recent research by Bord Bia (2015) outlines
how potato sales among Irish consumers have declined by a quarter in the past
decade, a situation which has ignited a marketing campaign to boost consumption.
This also suggests that there are many elements, such as marketing, fashion trends,
migration and travel impacting the evolution of Irish food traditions. This is similar
to Section 2.4.4 which explored how influencing factors on cultural food traditions
arise from a variety of sources.

During the Celtic Tiger era, for example. Share

(2011:1) contends that the popular ‘jumbo breakfast roll’ came to symbolise where
the country was at in terms of modern society, that the ‘jumbo breakfast roll’ came
to be ‘emblematic of the key trends and trajectories within contemporary Irish
society’. That is, ‘fast food’ was necessary to keep pace with the growth of the
economy. O’Donovan et al. (2012) concur advising that during the Celtic Tiger era
the country was furthest from its traditional food roots. They further contend that
Irish food in the past hundred years has seen major changes in its growing, preparing
and selling due to a mix of social, industrial and demographic changes. This is also
comparable to the idea explored in section 2.4.4 that many old ceremonies are
rendered obsolete in modern day societies and there is a threat to the integrity and
maintenance of culinary traditions.
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Despite this, however, it was also noted (see section 2.4.4) that the importance of
hospitality remains constant throughout the evolution of cultures.

This is

particularly applicable when studied in an Irish context. Clarkson and Crawford
(2005:7), for example, assert that food and drink are traditionally central to most
celebrations, advising that Ireland’s traditional customs are no different: Tn Ireland,
christenings, weddings, and wakes were - and are - occasions of much eating and
drinking, and hang the cost.’ It is suggested that Irish hospitality has ancient roots,
for example, the medieval Irish were known for their hospitality, a tradition which
persevered through the centuries (Mac Con lomaire, 2013).

Indeed, Mac Con

lomaire and Cashman note (2011:86) ‘profuse, even excessive hospitality’ has been
the standard through the years. It is also suggested that this history of hospitality
may have its roots in the Christian faith; every traveller deserved to be made
welcome and given a warm meal - to turn someone away would bring bad fortune
(Cullen, 2001). Furthermore, the custom of hospitality was not just the preserve of
the well-off

According to Clarkson and Crawford (2005:116): ‘the warmth of

hospitality, even in the humblest cottages, was an aspect of society observed long
into the nineteenth century.’ This may be explained considering the assertion by
Lashley (2007), that is, in many societies, particularly in the past, there was an
obligation of hospitality on the part of the host. It could be argued that this legacy of
Irish hospitality has been maintained through the years. As Connery (1992:8)
asserts:
Although today the hearth is physically absent from many modern
Irish houses, the site of its birth, the kitchen, is still the focus offamily
life, the centre of activity and the place where body and soul have
been sustained and nourishedfor generations.

The above quotation gives an insight into Ireland’s tradition of hospitality through
the ages and the endurance of this tradition. This Irish hospitality also means a
‘social’ experience.

As explained by Fullerton (2009:60) the Irish people are

perceived as being fun loving and welcoming, and ‘one of the most treasured facets
of the Irish character was a reputation for hospitality’.

It is also noted (Failte

Ireland, 2015a) that the Irish reputation for hospitality can be used to create a
memorable experience and tell a region’s story if combined with a sense of place,
welcoming people and local ingredients. Similarly, recent research by O’Riordan et
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al. (2015) outlines that the social aspect of food tourism, such as the creation of an
enjoyable atmosphere, was an important element in the overall experience. Their
research further outlined that there was an expectation of a high level of hospitality,
an expectation which had to be met to deem the tourist experience successful. This
concurs with research on Irish consumer trends by Melia (2011) which outlined the
importance of not only the tangible factors associated with a dining experience, but
also the intangible elements. The following table offers a summary of the central
themes from the Irish tourism and food tourism studies.
Table 2.4 Summary of Irish Tourism and Food Tourism Studies
Author/s

Methodology

Key Theme

Brennan et al. (2009)

Comparative Case Study

Need to consider local
culture

Case Study

Royle (2010)

Ireland

has

exploited

cultural assets in tourism
Sheridan

and

O’Leary

(2005)

Desk Review - Literature,

Heavy reliance on natural

Survey

and historic images in
marketing

Mac Con lomaire and Desk Review - Literature

Ireland has a complex

Gallagher (2009)

food history

Mulcahy (2012)

Case Study

Food tourism viable and
sustainable

development

tool for many regions in
Ireland
Zittlau

and

Gorman Survey, Interviews, Stall Food Tourism represents

(2012)

Assessment

‘real’ Irish culture

O’Donovan et al. (2012)

Survey, Focus Group

Need for more direct food
supply chains

Duram

and

Cawley Interviews

(2012)
Dunne and Wright (2015)

‘Local’ food difficult to
define

Survey

‘Local’ term based on a
number
including
97

of

factors,
emotional

connection
Mac Con lomaire and Desk Review - Literature

Ireland has long history of

Cashman (2011)

hospitality

O’Riordan et al. (2015)

Case Study

Role

of

the

story

important in experience
Focus Group, Case Study

Melia (2011)

Intangible

aspects

important
(Source: Varied Literature 2005-2015)
This above table outlines the main themes of the extant relevant literature examined
and outlines the main influencing factors on Irish culture. The role of tourism in the
Irish economy is evident, as is the complexity of the notion of authenticity within
Irish tourism. The growth of food tourism in Ireland is apparent, together with the
role of food in traditional Irish culture and folklore.

The difficulty of defining

‘local’ food is also apparent. The importance of hospitality in food tourism and as a
key element in the overall experienced is also outlined.

2.8 Conclusion
This literature review examined the relevant extant literature concerning the main
thematic areas of this study, namely culture, sustainability and food tourism. Within
these areas, several sub-areas were explored such as the contribution of cultural
diversity to society, the threats posed to unique cultures and the efforts undertaken to
protect them.

It has been reasoned that when sustainable development is being

examined in any context, there is a need for an all-inclusive approach, one which
considers environmental, economic and socio-cultural dimensions, together with all
affected stakeholders. It has been argued that tourism can meet these requirements.
It has been further argued, however, that any tourism initiative must be sustainable
with respect to lifestyles and cultures, in conjunction with financial and
environmental aspects.

This literature review has outlined that food tourism is a

means to achieve these goals. It has been argued that food tourism can not only
meet these objectives, it may also contribute to the revival of cultural traditions and
the survival of economically marginal regions. Furthermore, although the obscurity
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of the notion of authenticity within a general and food tourism context was noted, it
has been reasoned that food tourism is a medium through which the visitor can
experience ‘real’ culture.
The relevant extant literature on these areas was examined in both an international
and Irish context. The current literature outlines issues regarding authenticity in
Irish tourism, and how food tourism may represent a manner in which to deal with
such issues. It is also highlighted that food tourism is heralded as a means for
regions in Ireland to develop economically, environmentally and culturally. From
this examination it is also apparent, however, that studies on food tourism in Ireland
to date have focused mainly on the views of industry or tourists. There is also a gap
regarding the role of food tourism in cultural sustainability in Ireland, in particular,
from the viewpoint of those on the front-line.

It is this gap that this research study

aims to address. The following section outlines the methodology employed to do
this.
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Chapter 3: Research Methodology
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3.0 Introduction
This chapter presents a discussion on the research methodology chosen to answer the
research objectives of this study. The chapter begins by discussing the selected
phenomenology paradigm and the reasons for choosing it. The case study method
will be explored. The chosen paradigm and the case study method will be outlined
and this chapter will also present the primary and secondary research methods
employed for this study. It will explain the research process from initial contact of
primary sources to interview execution to analysis.

3.1 The Research Design
A re.search design is described by Malhotra (1999:83) as ‘a blueprint’ for the
research project. According to Denzin and Lincoln (1998:29) a research design is a
description of:
A flexible set of guidelines that connects theoretical paradigms, first,
to strategies of inquiry and, second, to methods for collecting
empirical material. A research design situates researchers in the
empirical world and connects them to specific sites, people, groups,
institutions, and bodies of relevant interpretive material.

A research design, besides outlining the methods by which data is gathered and
investigated, will show what kind of evidence is collected and from where; it will
also show how such evidence is construed to allow the research question to be
answered (Easterby-Smith et al. (1991). In this study, the answers provided to the
chosen research question are those of thirty three food tourism representatives from
three locations around Ireland. In the words of Flick (2007:50):
A good research design has a clear focus and is built around a clear
research question. Both design and questions allow the research to
reduce the study to the essential issue for answering the question. A
good research design makes the research manageable in resources
and time and is clear in decisions about sampling and why particular
methods are used.
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In addition, Flick suggests that the design should be well linked to the theoretical
background.

A good design comes from consideration, preparation and clear

choices. Furthermore, the design should be malleable, adaptable and sensitive, and
be open to new insights throughout the research (Flick, 2007).
Knowledge of philosophy can help the researcher choose the appropriate design
suggest Easterby-Smith et al. (1991). They further propose that such knowledge can
help the researcher explain the research design, it can help the researcher identify
which designs will and will not work, and it can help the researcher in crafting new
designs according to the limitations of the subject (Easterby-Smith et ai, 1991).

3.2

The

Two

Main

Research

Paradigms:

Positivism

and

Phenomenology
The term ‘paradigm’ according to Denzin and Lincoln (1998:200) ‘May be viewed
as a set of basic beliefs that deals with ultimates or first multiples’.

These

convictions, Denzin and Lincoln propose, must be accepted on faith alone. This
following section offers an exploration on the two main research paradigms, namely
positivism and phenomenology.

There exists an ongoing dispute about which

method is superior, as proposed by Easterby Smith et al. (1991:22):
There is a long-standing debate in the social sciences about the most
appropriate philosophical position from which methods should be
derived. In the red corner is phenomenology; in the blue corner is
positivism.

Easterby-Smith et al. (1991) propose that it was Comte who was one of the earlier
advocates of positivism; Comte declared that all knowledge must be based on
witnessed facts. Phenomenology, in contrast, is about the experiences of individuals
and how they view the world (Lester, 1999). Husserl and Schutz were early major
influences on the development of phenomenology as a research method (Patton,
2002). Easterby-Smith et al. (1991) advise that in the positivist paradigm, the social
world is seen as existing externally; positivism is objective and free from
impressions, reflections or sensitivity, the researcher is independent from the
research, and facts are measured in quantity. On the other hand, it is proposed that
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phenomenology considers that not everything can be measured quantitatively, nor
that reality and objectivity are external; it is accepted that ‘reality is socially
constructed rather than objectively determined’ (Easterby-Smith et al., 1991:24).
Easterby-Smith et al. (1991) further propose that the researcher will aim to
understand the different meanings people place upon things and how they make
sense of their reality.
The following table which is adapted from Easterby-Smith et al. (1991:27)
highlights the main differences between positivism and phenomenology:
Table 3.1 Key Differences between Positivism and Phenomenology
Positivism

Phenomenology

The world is objective and external.

The world is socially constructed and
subjective.
The observer is part of what is

The observer is independent.

observed.
There is a focus on facts.

The

search

is

for

There is a focus on meanings.

causality

and The search is for an understanding of

fundamental laws.

what is happening.

The phenomenon is reduced to its The totality of each situation is looked
simplest elements.

at.

The researcher formulates hypotheses The ideas are developed inductively
and then tests them.

from the data.

Large samples are used.

Small,

in-depth

samples

are used,

sometimes over long periods.
Source: Adapted from Easterby-Smith et al. (1991:27).
The focus of phenomenological research is exploring how individuals ‘make sense
of experience and transform experience into consciousness both individually and as
a shared meaning’ (Patton, 2002:104). Patton (2002) suggests that if the human
experience needs to be described, explained and construed, the phenomenological
researcher will focus on how the phenomena are put together to develop a view of
the world. This research study asks if food tourism plays a role in sustaining cultural

103

traditions. To establish this, a holistic, real-world view is necessary, one which
allows for people’s perspectives to be ascertained. As Lester (1991:1) suggests:
The purpose of the phenomenological approach is to illuminate the
specific, to identify phenomena through how they are perceived by the
actors in a situation. In the human sphere this normally translates
into gathering ‘deep ’ information through inductive, qualitative
methods such as interviews, discussions and participant observation,
and representing it from the perspective of the research participants.

The above quotation refers to ‘actors’ in a situation. This study seeks to determine
these actors’ perspectives and understand the reasons why they view the world as
they do. In order to do this, it is necessary for the researcher to become immersed in
the subjects’ world. Patton puts forward a similar point of view advising that ‘The
only way to really know what a person experiences is to experience the phenomenon
as directly as possible for ourselves’ (2002:106) and recommends that the in-depth
interview can be used to do this.
There are a number of factors to consider when choosing a research methodology.
Among these factors are (Flick, 2007; Patton, 2002; Yin, 2014):
The approach needs to fit the question - If it is a ‘what’ question, Yin recommends a
survey. If the question is of a ‘how’ or ‘why’ nature, then a case study may be
suitable Yin suggests.

To know this, the researcher needs to have a clear

understanding of the research questions.
Requires control over behavioural events - If the researcher requires control over the
behavioural events in the study, then it may be appropriate to choose a method such
as an experiment. If the researcher has no control nor requires control over the
behavioural events, then a case study may be the way forward.
Indication - The design should be based on the ‘reflection of the issue under study,
the research question linked to it, the existing knowledge of issue’ (Flick, 2007:62).
When the research question has been ascertained and the current knowledge
available on the issue examined, the method can then be chosen.
Adequacy - Flick recommends that ‘adequacy means that you check and recheck
whether a specific method or design fits your research issue and field’ (2007:63).
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Flick advises that a redesign may be necessary to allow for adequacy to what and
where the study is.
In addition to the above factors, Yin (2014) recommends that the degree of focus on
contemporary events as opposed to historical events is to be considered. If the issue
is one that is contemporary, Yin recommends the case study method. Flick (2007)
also recommends that the chosen research method be open to diversity; it should be
able to deal with aberrant cases if they appear. Furthermore, the choice between a
qualitative or quantitative approach must also be made, which the following section
discusses.

3.3 Choosing between a Qualitative and Quantitative Research
Methodology
Both the qualitative and quantitative research methods have their strengths and
weaknesses (Patton, 2002), although traditionally qualitative research has been seen
as the ‘lesser’ approach.

As Denzin and Lincoln (1998) explain qualitative

researchers have been considered, especially by quantitative researchers, as
‘unreliable, impressionistic and not objective’ (1998:19).

Denzin and Lincoln

further propose that qualitative researchers have been called ‘journalists or ‘soft’
scientists’, and that qualitative work is termed ‘unscientific, or only exploratory, or
subjective’ (1998:3). The contrast between the two methods is outlined by Patton
(2002:14):
Qualitative methods facilitate study of issues in depth and detail.
Approaching fieldwork without being constrained by predetermined
categories of analysis contributes to the depth, openness, and detail of
qualitative inquiry. Quantitative methods, on the other hand, require
the use of standardized measures so that the varying perspectives and
experiences of people can be fit into a limited number of
predetermined response categories to which numbers are assigned.

Patton explains that although the qualitative method, for example, an open-ended
question, is difficult to analyse; it allows an understanding from the respondent’s
point of view. In the words of Ezzy (2002:80) qualitative research offers a ‘more
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sophisticated understanding of the issues’. Additionally, Patton (2002: 21) proposes
it allows:
The researcher to understand and capture the points of view of other
people without predetermining those points of view through prior
selection of questionnaire categories.

The new data of qualitative inquiry is descriptive; it does not make judgements
about what occurs; it takes the reader into the situation (Patton, 2002). Miles and
Huberman (1994:10) propose that qualitative data focuses on naturally occurring,
ordinary events in natural settings; it is about ‘real life’. Miles and Huberman also
recommend that there is a focus on a specific case; the local context is taken into
account. They further recommend that there is ‘richness and holism’, allowing for
detailed descriptions of complex situations and that qualitative methods tend to be
flexible, allowing for methods to be adapted throughout the data collection if
needed. Furthermore, they advise that the focus is on people’s ‘lived experience’
and the meanings people place on these experiences.

Qualitative research as a

method is not subjected to quantification or quantitative analysis (McDaniel and
Gates, 1998). Furthermore, when causes of certain behaviour and issues need to be
understood, when feelings, beliefs, perceptions and emotions are being investigated,
qualitative research is advocated as the most effective method (Chisnall, 1997; Hair
et al., 2006; Malhotra, 1996; McDaniel and Gates, 1998).
After reviewing the literature on both quantitative and qualitative research methods
and heeding the advice of Denzin and Lincoln (1998), qualitative research was
reasoned to be the most appropriate means of addressing the research questions in
this study. The qualitative approach was considered most suitable for a number of
reasons. First, the purpose of this research is to examine the role of food tourism in
sustaining an area’s culture. For this to be ascertained, the thoughts and opinions of
key stakeholders involved in the supply side of food tourism will be sought. Second,
studies of a similar nature carried out abroad relied for the most part on qualitative
methods (Everett and Aitchison, 2008; Kim et al., 2009). Third, as there is a dearth
of research on food tourism and cultural sustainability in Ireland, in-depth
information is needed.
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The most appropriate means to answer the research question was reasoned to be the
in-depth interview.

In-depth interviews allow the researcher to understand the

meanings interviewees attach to issues and situations, especially where a clear and
logical procedure is not evident (Easterby-Smith et al., 1991).

By utilising the in-

depth interview, the interviewee is not subject to group pressure and may be more
truthful, allowing greater depth and insight into issues to be gleaned (Malhotra,
1996).

Furthermore, there is more flexibility allowed in exploring respondents’

answers (McDaniel ad Gates, 1998).
A discussion of the interview technique used in this study follows below.

3.4 The In-Depth Interview
According to Yin (2014) the interview is one of the most important sources of
information within the case study. As Holstein and Gubrium (2004:140) propose:
In simple terms, interviewing provides a way of generating empirical
data about the social world by asking people to talk about their lives.

Easterby-Smith et al. (1991) advise that if the questions posed are straight forward
and simple, then a questionnaire, such as a ‘tick the box’ offering may suffice. If,
however, the situation calls for a thorough investigation into the situation, then an
in-depth interview can be the most appropriate means of inquiry (Easterby-Smith et
al., 1991). Hague postulates that the interviewer, being able to see the interviewee’s
hand actions and facial expressions, can ‘gain deeper understanding of the validity
of the response’ (1993:23). Hague further advises that when the interview is taking
place face-to-face, it is easier for the interviewer to hold the respondent’s attention.
The interview allows the researcher to access the respondent’s feelings and beliefs
on subject matters and how and why these feelings and beliefs have come about
(Easter-by Smith et al., 1991). As Yin (2014:112) proposes, an interview provides
the opportunity ‘To capture an interviewee’s own sense of reality.’ This ‘sense of
reality’ is captured through the flowing structure of the interview. As Yin (2014:
110) advises the interview:

107

Will resemble guided conversation rather than structured queries.
Although you will be pursuing a consistent line of inquiry, your actual
stream of questions in a case study interview is likely to be fluid
rather than rigid.

When these opinions and perceptions are uncovered it can provide the basis for
further inquiry. The interviewee may identify other sources of evidence to pursue or
suggest other persons to interview (Yin, 2014). Chrzanowksa (2002) advises that
while it is possible for the interviewee to feel under pressure as they are the sole
focus of the interviewer; it is more likely that the respondent will enjoy being the
centre of attention and the opportunity to air their thoughts and opinions on
previously undiscussed matters.

A study by Kim et al. (2009) on local food

consumption by tourists used a qualitative approach in the form of semi-structured
interviews. Kim et al. advise this was the chosen method as it allowed a certain
phenomenon to be investigated and described; it does not to make generalizations
but rather obtains ‘insight into the experiences of the interviewees in their own
words’ (2009:424). Patton (2002:340-41) provides a useful summary on the merits
of the interview:
We interview people to find out from them those things we cannot
directly observe. The issue is not whether observational data are
more desirable, valid, or meaningful than self-report data. The fact is
that we cannot observe everything. We cannot observe feelings,
thoughts, and intentions. We cannot observe behaviours that took
place at some previous point in time. We cannot observe situations
that preclude the presence of an observer. We cannot observe how
people have organized the world and the meanings they attach to
what goes on in the world. We have to ask people about those things.

The foundation upon which the interview is built is the literature review.
comprehensive examination of the available literature is needed for this.

A
This

research has drawn from a wide source of secondary research materials in the form
of peer-reviewed journals, books and government reports, by a variety of authors,
over a vast timescale, as well as a wide range of locations and is explored in Chapter
Two. The secondary data obtained from these sources has formed the basis for the
interview guide used for this study, a discussion of which follows in Section 3.7.2.
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3.5 The Case Study Method
The case study method is the chosen research method for this study. On the advice
of Yin (2014:4) the case study method was chosen because:
Your choice depends in large part on your research question(s). The
more that your questions seek to explain some present circumstance
(e.g. ‘how’ or ‘why’ some social phenomena works), the more that
case study research will be relevant. The method also is relevant the
more that your questions require an extensive and ‘in-depth’
description of some social phenomenon.

Yin further advises that the ‘case study allows investigators to focus on a ‘case’ and
retain a holistic and real-world perspective’ (2014:4). Yin describes the case study
as (2014:16):
An empirical inquiry that investigates a contemporary phenomenon
(the ‘case’) in depth and within its context, especially when the
boundaries betw’een phenomenon and context may not be clearly
evident.

Historically, the case study has been looked at with disdain as a form of research
(Yin, 2014). Yin explains that it is considered not rigorous enough, and there is
confusion between teaching case studies and case study research; in teaching, the
material may have been altered to suit a particular point; it is difficult to generalise
from a single case study; case studies require an unmanageable amount of effort;
they are not randomized controlled trials or accurate experiments.
Yin (2014:29) recommends that several factors need to be clear when designing a
case study.

The case study questions, for example, ‘who’, ‘why’, ‘what’ and

‘where’ need to be determined. The case study’s propositions or proposals must also
be made clear as this will highlight what needs to be examined, and which allows the
process of investigation to begin.

It is also important to consider the units of

analysis, which involves defining the case, that is, the case boundaries, what is to be
included and what is to be omitted. It is also important to consider how the data will
be collected to ensure proper analysis.

Furthermore, it is recommended that

consideration is given to how the findings will be interpreted, for example,
identifying and addressing rival explanations (Yin, 2014).
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Furthermore, Yin (2014) recommends giving consideration as to whether the study
will consist of a single case or multiple cases. He suggests that the multiple-case
design can deal with many of the criticisms of the single case design, but also
acknowledges that the multiple-case design is time and resource intensive and the
decision to undertake a multiple case design should not be taken lightly.

Yin

(2014:64) bases the choice of a multiple design approach on a number of factors.
Yin proposes that single cases are vulnerable if only because you have put ‘all your
eggs in one basket.’ Furthermore, analytical conclusions independently arising from
two cases will be more powerful than those arising from a single case - if the cases
were deliberately chosen because they offered contrasting situations rather than
replication; it provides a strong start to theoretical replication. Building on this,
criticisms about single-case studies are often founded on the unique conditions
surrounding the case and having multiple cases goes a long way in dealing with
these criticisms (Yin, 2014).
Following this advice, for the purposes of this research a multiple-case design of
three cases was chosen.

3.5.1 Choosing the case
Sampling, suggest Miles and Huberman (1994:31) is ‘taking a smaller chunk of a
larger universe’.

According to Patton (2002) qualitative sampling differs from

quantitative sampling in the extreme in that qualitative samples are selected
purposefully to yield in-depth, information-rich cases. These information-rich cases
Patton explains, should inform the questions being studied. Patton suggests that the
use of Maximum Variation Sampling or Heterogeneous Sampling can capture and
describe ‘the central themes that cut across a great deal of variation’ (2002:235).
Patton (2002:235) also explains the benefits of this type of purposeful sampling:
Any common patterns that emerge from great variation are of
particular interest and value in capturing the core experiences and
central, shared dimensions of a setting or a phenomenon.

The detailed descriptions that emerge from each case highlight each case’s
distinctiveness as well as highlighting the common patterns from the heterogeneous
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cases (Patton, 2002). Miles and Huberman (1994:28) are in agreement suggesting
that maximum variation sampling ‘documents diverse variations and identifies
important common themes’. They suggest that this approach focuses on those with
certain characteristics which are pertinent to the research study, allowing for a
broader representation of the phenomenon. Heeding the advice of the above authors,
the maximum variation approach was decided to be the most suitable approach for
this research study. Creswell (2013) recommends choosing no more than four or
five cases.

In this study, three cases were chosen.

A number of locations

synonymous with food were examined as possible cases. The chosen locations were
Kinsale, the English Market (within Cork City) and Dingle. Other potential case
study locations which were considered include: Galway City, Sligo town, Westport,
Howth and Kilkenny. All of these locations were nominated in the top ten ‘Foodie
Town of Ireland 2014’ (irishfoodguide.ie). The former locations were deemed to be
the most suitable for the study as they were more accessible, for example, with
regard to time and budget constraints, than the latter locations. Travel to the former
locations, for example, would not be time or cost effective, therefore, it was deemed
more suitable to contain the study within the south and southwest. Kinsale was
chosen because it has long held the title of ‘Gourmet Capital of Ireland’ and has had
a Good Food Circle for over forty years (Kinsale Chamber of Tourism and Business,
2014; kinsalerestaurants.com.).

The English Market was chosen as it is one of

Cork’s top tourist attractions and the only market of its kind in Ireland. The English
Market has been trading since the 1700s and is noted for its distinctive and unique
food fare (O’ Drisceoil and O’ Drisceoil, 2005).

Finally, Dingle was chosen as in

recent years food tourism has been used as a means of creating employment and also
as a method of celebrating and promoting Dingle’s culture (Failte Ireland, 2012).
Furthermore, each of the destinations, whilst having food at its core, differs from the
other. Dingle, for example, is the most recent to adopt food tourism as an industry.
Kinsale is a long established food tourism destination, and the English Market offers
a different experience to the other two locations. Additionally, each of the locations
is at a different phase of development in food tourism.

Dingle, for example, is

beginning its food tourism industry, Kinsale is well-established in food tourism and
the English Market, whilst being an old institution, is relatively new to food tourism.
The following section outlines the boundaries and scope of each of these case study
locations.
Ill

3.5.2 Bounding the case

Typically, case studies focus on real-life, current situations. The specific case needs
to be identified and its parameters defined (Creswell, 2013).

Researchers often

struggle with deciding where the case boundaries are and what the specific unit of
analysis is (Miles and Huberman, 1994). Miles and Huberman (1994:25) propose a
case can be defined as:
A phenomenon of some sort occurring in a hounded context. The case
is, in effect, your unit of analysis. Studies may be ofjust one case or
of several.

Furthermore, Miles and Huberman suggest that qualitative sampling usually
involves small samples of people and this sampling is purposeful. This small sample
of people is what then needs to be defined.

Yin (2014:33) furthers this point

advising that:
If the unit of analysis is a small group, for instance, the persons to he
included within the group (the immediate topic of the case study) must
be distinguished from those who are outside of it (the context of the
case study.

It is suggested by Miles and Huberman (1994:27) that when carrying out sampling
for qualitative research, two initial actions need to be taken. These are:
1.

Boundaries need to be set. This needs to be done to define aspects of your case that
you can study within the limits of the available time and resources and which
connect to the research questions.

2. A frame needs to be created.

This ‘frame’ is created to help in uncovering,

confirming or qualifying the basic practices or constraints that support the study.
A useful figure is provided by Miles and Huberman (1994:25) that illustrates the
focus of the study and its boundaries:
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Figure 3.1 The Case as the Unit of Analysis

BOUNDARY

(Setting^
concepts^
sampling^ etc.)

FOCUS

Source: Miles and Huberman (1994:25)
Miles and Huberman explain that the heart represents the focus of the study; the
boundary reflects the edge of the case, meaning anything outside of the boundary
will not be investigated. The challenge is to make this boundary clear. For this
study’s first case study, the focus is the food tourism representatives and the
boundary is the town of Kinsale. The second case study’s boundary is the English
Market and the focus is the traders. The town of Dingle makes up the boundary for
the third case study, with the food tourism representatives construing the focus.
Patton suggests that when the units of analysis are being selected, the researcher
should take into consideration ‘what it is they want to be able to say something
about at the end of the study’ (2002:229).

Within the case study, a sample of

interviewees was determined, a discussion of which follows below.

3.6 The Sample of Interviewees
Sampling, Flick (2007) postulates, is driven by the study’s objectives and theoretical
interests, it is often associated ‘with selecting the ‘right’ cases from a known
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reservoir of cases’ (2007:30). Flick (2007:33) outlines the importance of sampling
in developing qualitative research as:
It is the step in which you reduce the potentially infinite horizon of
possible materials and cases for your study to a manageable and at
the same time justifiable selection of cases and materials.

Factors that will play a role in determining the sample include; ‘your relation to the
field, your access to the people, situations or materials’ (Flick, 2007:33). Creswell
(2013:155) advises that ‘It is essential that all participants have experience of the
phenomenon being studied’. When trying to determine the number of interviewees,
Patton suggests that ‘there are no rules for sample size in qualitative inquiry’
(2002:244). Patton furthers this advising that the size of the sample will depend on
the purpose of the study, as well as considering the time and resources that are
available. Patton also suggests that the researcher needs to consider the depth of
information rather than the quantity of interviewees (2002:245):
The validity, meaningfulness, and insights generated from qualitative
inquiry have more to do with the information richness of the cases
selected and the observational/analytical capabilities of the
researcher than with the sample size.

The samples in qualitative research tend to be quite small and selected purposefully;
the logic and strength of sampling purposefully is in choosing the cases which are
rich in information (Patton, 2002). This purposeful sampling, according to Ezzy
(2002:74) is ‘the most important thing about sampling’ in relation to qualitative data
analysis. Patton (2002) explains that when such information-rich cases are studied
the result is in-depth insights and understanding instead of making experimental
generalisations, and allows the researcher to learn a great deal about the issues that
are central to the purpose of the research. Similarly, Mason (2012) recommends that
for qualitative studies it is best to work with a small number of interviews which can
be decoded and innovatively analysed to offer ‘sound qualitative insights’ (2012:30).
Although Mason (2010:3) concurs that ‘the sample size becomes irrelevant as the
quality of data is the measurement if its value’ he further points out that in general
sample sizes for qualitative research tend to be between 20 and 30 (Mason,
2010:15). The quality rather than the quantity of the data is what is relevant for
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qualitative research.

Baker and Edwards (2012) advise that as the qualitative

researcher is following emergent and empirical findings, they may not always know
in advance what sample size will suffice. They advise that the researcher should
‘gather data until empirical saturation is reached’ (Baker and Edwards, 2012:9).
Mason (2010) is in agreement and advises that although the point of saturation may
be an ‘elastic’ concept, ‘there is a point of diminishing returns to a qualitative
sample - as a study goes on more data does not necessarily lead to more
information’ (2010:3).
The primary research question in this study focuses on those working on the ‘front
line’ of the food tourism sector. The definition of food tourism put forward by Hall
and Mitchell (2001:308) is the reference for this research study. Their definition
refers to food tourism as:
Visitation to primary and secondary food producers, food festivals,
restaurants and specific locations for which food tasting and/or
experiencing the attributes of specialist food production regions are
the primary motivators for travel.

Within the three chosen locations - Kinsale, The English Market and Dingle - those
who fit into this definition where chosen as the sample. The sample had to ensure
that the people contacted were directly involved in the food tourism sector. A wide
range of businesses, both new and old were chosen to get a broader perspective.
Those contacted included those which were family run enterprises comprising
several generations as well as more recent start-ups that had been trading for a few
years.

All those contacted work on the front-line of the food tourism industry.

Initial contact was made either by phone or email.

Each of the respondents

displayed enthusiasm when the purpose of the study was explained, with only one of
those contacted initially refusing to be interviewed. Forty requests for meetings
were made initially and twenty-six responses were received.

This figure was

enlarged by those who were initially contacted recommending other potential
interviewees. These recommendations could be seen as employing the technique of
snowball sampling. Snowball sampling involves ‘going from one case to the next,
asking interviewees for other people who might be relevant for the study’ (Flick,
2007:28). Patton recommends the use of snowball sampling when there is a need to
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locate ‘information-rich key informants’ (2002:237).

Patton counsels that as

nominations grow, usually there are a few names which are mentioned repeatedly.
These names, Patton suggests, should be given special consideration when the
choice of interviewees is being made. During this research study, certain names
were repeatedly mentioned. These individuals were then contacted and represented
the final seven interviewees for this study, bringing the total number of respondents
to thirty-three. Atkinson and Flint (2001) further advise that in an explorative,
qualitative study, snowball sampling can yield in-depth results quickly.
There are, however, difficulties associated with snowball sampling as Atkinson and
Flint (2001) highlight, namely bias by those who are recommending individuals.
These difficulties may include the fact that those individuals who are recommended
may be in interrelationships with the initial respondent. Another issue may arise if
the initial respondent feels protective towards an individual they know to be
vulnerable and therefore not recommend them. In addition, certain social groups
may have certain characteristics that are unique to their social group and are
therefore not representative of the wider population (Atkinson and Flint, 2001).
The interviewees consisted of restaurateurs, food festival organisers, trail guides,
farmers’ market stall-holders, English Market traders and artisan producers. Many
of the interviewees were not mutually exclusive to their category, for example,
artisan producers were also involved in the farmers’ market.

A more detailed

description of the interviewees is provided in Appendix B. This is further outlined
in the table below.
Table 3.2 Category and Number of Interv iewees Per Category
Category

Region

Restaurateur

English Market

Restaurateur a

Dingle

Restaurateur b

Dingle

Restaurateur c

Dingle

Restaurateur d

Dingle

Restaurateur e

Dingle

Restaurateur f

Dingle

Restaurateur a

Kinsale
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Restaurateur b

Kinsale

Restaurateur c

Kinsale

Food Festival Organiser

Kinsale

Food Festival Organiser a

Dingle

Food Festival Organiser b

Dingle

Farmers’ Market Stall-Holder a

Kinsale

Farmers’ Market Stall-Holder b

Kinsale

Farmers’ Market Stall-Holder c

Kinsale

Farmers’ Market Stall-Holder d

Kinsale

Farmers’ Market Stall-Holder e

Kinsale

Farmers’ Market Stall-Holder

Dingle

Artisan Producer a

Dingle

Artisan Producer b

Dingle

Trail Guide a

Kinsale

Trail Guide b

Kinsale

Market Trader -I'rader of Artisan English Market
Produce
Market Trader - Baker a

English Market

Market Trader - Baker b

English Market

Market Trader - Fishmonger

English Market

Market Trader - Butcher a

English Market

Market Trader - Butcher b

English Market

Market Trader -Butcher c

English Market

Market Trader - Butcher d

English Market

Market Trader - Butcher e

English Market

Market Trader - Butcher f

English Market

Total

33

The above represents the category into which the participants fell. Of the thirty
three interviewees, ten were in the ‘Market Trader’ category as is the nature of the
English Market, with one restaurateur from the English Market interviewed. The
remaining twenty two belong to the Kinsale and Dingle cases and fall into the

117

restaurateur, food festival organiser, artisan producer, trail guide and farmers’
market stall-holder categories.

3.7 Gaining Access
In order to gain access for this study a direct approach was employed. The process
began with an initial phone call or email. The majority of the interviewees’ contact
details were listed on their businesses website. For those who were not directly
contactable at their business a message was left with the person who answered the
phone or instructions as to how to contact the interviewee were outlined in the return
em.ail. A few days before the interview a follow up email was sent or phone call
made to confirm the interview details. Again, the day before the interview, contact
was made by phone or email to ensure the interviewee’s availability. A number of
interviews at this stage were rescheduled to a later time during the day or a different
day entirely. This was because of the nature of the interviewees work. Many of the
interviewees, for example, were the sole person in the business and could not afford
to take the agreed time off, or those who were working with other people needed to
ensure that the place of work was attended.
Chrzanowska (2002) advises that deciding on the location of the interview is an
important part of the process; the location needs to be somewhere the interviewee
feels psychologically and physically comfortable. Considering this, the location of
the interview was determined by the interviewee. Of the thirty three interviews, one
was conducted over the phone while the remaining thirty two were face-to-face. All
the restaurateur interviews took place in the restaurant at off peak times or before
opening hours. For the trail guide interviews, one took place in a quiet cafe and the
other in the guide’s home. The artisan producers were interviewed in their place of
work, one in a quiet area of the shop, the other in the quiet workplace canteen. The
English Market traders were interviewed on site at their place of work, generally in a
quiet office or area adjacent to the stall. The farmers’ market stall-holders were
interviewed at the location of the farmers’ market, generally before the market
opened.

One farmers’ market stall-holder was interviewed in their home, while

another interview took place over the phone.
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For the food festival organisers,

interviewees were conducted as follows: one in the interviewee’s office, one in their
home, and one in a quiet restaurant.

The locations of the interviews included:

Kinsale, Dingle, the Dingle Peninsula, Tralee, and the English Market. In certain
cases the location of these interviews required the researcher to travel a considerable
distance.

3.7.1 The Interv iew Procedure

It is recommended that the researcher be clear from the outset about where their
interest lies (Easterby-Smith et ai, 1991).

Yin (2014) recommends that when

conducting an interview, although the researcher must elicit the desired information,
it must be done in a non-threatening and sociable way. At the beginning of the
interview, it is recommended that taking a minute or so to explain what the study is
about and the context into which it falls can help to settle the interviewee (Hague,
1993).

Issues relating to anonymity, recording the interview and how the

information will be used should be confirmed at the beginning of the interviewprocess (Chzranowska, 2002). At this initial stage of the interview, Hague (1993)
advises that the interviewer must begin to build a rapport with the respondent
advising that it might be useful ‘for the interviewer to spend a short time on
pleasantries to make the respondent feel easy’ (1993:73). Throughout the interview
the researcher is likely to have to paraphrase, summarise, reflect and clarify what the
respondent has said (Chzranowska, 2002).
To further help the flow of the interview, the researcher can employ ‘probes’ such as
those recommended by Easterby-5'wzY/i et al. (1991:80). These probes can come in
different varieties:
The Basic Probe which involves repeating the initial question if the interviewee
seems to be wandering off the point.
The Explanatory Probe which involves asking the interviewee for clarity on a point
they have made.
The Focused Probe which is employed to elicit specific information.
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The Silent Probe involves the researcher employing a pause or silence in a bid to
stop the interviewee talking if they are going off the point.
The Drawing Out Technique can be used when the interviewee has halted or trailed
off

The researcher can ask for more information on a point made by the

interviewee.
Giving Ideas or Suggestions involves the researcher presenting an opinion or idea to
be explored to the interviewee.
Mirroring or Reflecting a technique which involves the interviewer expressing in
their own words what the interviewee has said, in essence, providing a summary of
the interviewee’s response.
It is important that the researcher listens to what is actually being said in the
interview. Easterby-Smith et al. (1991:76) suggest that:
This requires the interviewer to he perceptive and sensitive to events,
so that the lines of inquiry can be changed and adopted during the
interview. Above all, interviewers need to be able to listen, and to
refrain from projecting their own feelings and opinions into the
situation.

It is also important for the interviewer to be aware of what is not being stated in
words, a phenomenon which Easterby-Smith et al. (1991:76) describe as ‘non-verbal
data’ such as loss of eye contact or a change in facial expression.

As Hague

(1993:75) puts it: ‘People’s body language can provide clues as to whether what
they are saying is what they are thinking.’ The first interview, which was carried out
with a Kinsale restaurateur, acted as a pilot interview. This allowed a trial run of the
questions to be undertaken and any amendments to be made. It was determined that
no changes to the questions were necessary following the preliminary interview. For
ethical reasons, it was further decided that the interviewees would remain
anonymous and would be broadly referred to by occupation and location, for
example, ‘Restaurateur, Dingle’.
Additionally, the interview guide, arising from the literature review as noted above,
plays a key role in controlling the interview. The following section explores this in
greater detail.
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3.7.2 The Interview Guide

Holstein and Gubrium (2004:141) advise that:
While most researchers acknowdedge the interactional character of
the interview, the technical literature on interviewing stresses the
need to keep that interaction in check.

This is w'here the interview guide makes its entrance. The interview guide may be
described as a list of topics that are to be addressed in the interview (Flick, 2007).
The interview guide designed for this study was based on the literature reviewed in
Chapter Two, and ensured all the main topics of the study were included (Malhotra,
1996). A copy of the interview guide used in this study is available in the Appendix.
Chrzanowska (2002:97) suggests that the guide is a crucial part of any interview as:
1. It is a practical framework that delineates the boundaries of the research - what is to
be excluded or included.
2. It becomes a forum for the formulation and exploration of initial hypotheses.
The interview guide is a ‘framework’ around which the interview will be conducted,
as Easterby et al. (1991:74) propose researchers should be:
Free and encouraged to make choices as they collect their data as to
which line of questioning they explore further and w’hich lines to
discard.

The purpose of this framework or guide is not to constrict the researcher to a rigid
set of questions; it is to ensure that all the issues are covered (Easterby et al., 1991).
Although the interview guide is not designed to restrain the interviewer and their
questioning, it assists in bringing the interviewee back to the relevant topics at hand.
As proposed by Easterby et al. (1991:75) by allowing the interviewee to talk freely it
is:
More likely to produce no clear picture in the mind of the interviewee
of what questions or issues the interviewer is interested in, and in the
mind of the interviewer what questions the interviewee is answering.
Too many assumptions of this kind lead to poor data which is difficult
to interpret. Researchers are therefore likely to be more successful if
they are clear at the outset about their exact areas of interest.
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The ‘interview’ tag can cover a broad spectrum. As Yin (2014:110) notes the terms
‘intensive interview’, ‘in-depth interview’ and ‘unstructured interview’ are used to
describe the case study interview.

The interview can be a prolonged, multiple

sitting, or it can be more focused and be completed in one sitting in which the
manner is still conversational but the interview guide is followed more closely (Yin,
2014). It is the latter type of interview that this study used. Each interview was
completed in one sitting, lasting approximately one hour.

Furthermore, the

questions remained open-ended while at the same time adhering closely to the
interview guide.

3.7.3 The Degree of Structure
As discussed above, the interview guide plays an important role in the interview.
Easterby-Smith et al. (1991) recommend that while one should not be constricted by
the guide, referring to the guide will ensure that all topic areas are covered while still
allowing for a degree of flexibility in exploring interesting points raised. A similar
view is expressed by Flick (2007) who advises that the design of the interview
should be one that allows for flexibility and adaptability in order for the researcher
to follow interesting lines of inquiry.

This study’s interview guide kept the

researcher on track while at the same time allowing for exploration of interesting
ideas or opinions mentioned by the interviewee.
The researcher was required to be sensitive and perceptive to what the interviewee
was saying, both verbally and non-verbally. As noted previously (Easterby-Smith et
al., 1991) it is important that the interviewee does not ‘ramble on’ or trail off on a
train of thought.

If such a situation arose during the course of this study’s

interviews, the researcher employed one of the aforementioned ‘probes’ (EasterbySmith et al., 1991).

3.7.4 Tape Recording Interviews
Yin (2014) suggests that recording the interview is a matter of preference to the
interviewee, while at the same time acknowledging that its usefulness in recording
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accurately what was said cannot be underestimated.

In agreement, is Flick

(2007:82) who proposes that the merits of the recorder for accurate reporting and
transcribing should not be undervalued:
Transcription consumes a considerable part of the resources. To
make this step easier and the results better, it is necessary to have
good recording equipment available.

A similar view is held by Easterby-Smith et al. (1991) who propose that the
researcher will be sorely tested to rely on memory alone when transcribing, and
recommends taping the interview to improve accuracy. Yin (2014:110) cautions that
the recorder, however useful, should not be employed if an interviewee refuses
permission or is uncomfortable in its presence, if there is not a specific plan in place
for transcribing the contents of the electronic record, or if the researcher is clumsy
enough with mechanical devices as to allow it to be a source of distraction during
the interview. Hague suggests that generally, the tape recorder ‘does not induce the
inhibitions that might be imagined’ (1993:14). Yin (2014) notes that the recorder
does not give the researcher the excuse to ‘tune out’ during the interview itself; the
interviewer must listen closely the whole time regardless of the recording. If the
interviewer is confident and assumptive suggests Hague (1993), it is likely the
interviewee will forget the recorder’s presence.

Chrzanowska (2002:109) offers

another valid reason for the use of the recorder:
The listener may hear mainly what he or she wants to hear - a very
good reason for listening to tapes or reading through transcripts
afterwards.

For this study, thirty two interviews were recorded electronically. One interview
was recorded by taking notes during the interview as the interviewee expressed
unease at the thought of being recorded.
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3.7.5 The Relationship between the Interviewer and Interviewee
The importance of the social interaction between the interviewer and interviewee
should not be underestimated (Easterby-Smith et al., 1991).

As Chrzanowska

(2002:91) explains:
The interviewer-respondent relationship, brief though it is, is the
foundation of interviewing and exists on many levels - the non-verbal,
the social, the emotional, the intellectual, all of which influence each
other simultaneously.

Trust needs to be established between the two parties. Trust and confidentiality can
be central issues in the relationship especially if the topic is of a delicate or
embarrassing nature (Flick, 2007). As proposed (Easterby-Smith et al., 1991:77):
Trust is an important and difficult issue in interviews, especially in
one-off interviews where the people involved have not met before.
Failure to develop trust may well result in interviewees simply
resorting to telling the researcher what they think the researcher
wants to know.

Appropriate language needs to be employed to establish a sense of ease in the
interview and so as not to intimidate the interviewee (Flick, 2007). This point is
furthered by Yin (2014) who advises that the way in which questions are put is
important. Yin suggests that asking ‘how’ rather than ‘why’ is generally best to
prevent the interviewer sounding accusatory and to prevent the interviewee
becoming defensive. Chrzanowska agrees with this point suggesting that asking
‘why’ questions ‘can sound interrogative and challenging’ (2002: 107).
As recommended by Easterby-Smith et al. (1991) the researcher should outline their
aims and interests at the beginning of the interview. Flick (2007:83) summarises the
desired nature of the relationship:
It should be clear that the relation is a specific one (research and not
therapy or friendship or the like), without giving the interviewee the
feeling of being ‘ripped off or ‘abused’ by the researcher.

Building on this, further methods of ensuring a proper rapport and behaviour are
discussed below.
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3.7.6 Controlling the Interv iew
Adhering to the interview guide will help the researcher stay focused and help in
controlling the interview, while at the same time allowing for new avenues to be
explored if they crop up (Easterby-Smith et al., 1991). During the course of this
study’s interviews, the interview guide helped keep the interviews on track.
Adaptability is inevitable throughout the course of the research, however. But if the
case should arise, for example, where there is a particularly enthusiastic and
talkative interviewee who has more to say, extra time should not be given to the
particular interview (Yin, 2014).
Asking the right questions is a prerequisite for researchers, in particular, during the
data collection stage, and is vital in controlling the interview (Yin, 2014).

Yin

further suggests that if the researcher is asking the right questions, it will be a tiring
process, advising that the researcher (2014:73-4):
Will he mentally and emotionally exhausted at the end of each
day ....If you are the type of person for whom one tentative answer
immediately leads to a whole host of new questions, and if the
questions eventually aggregate to some significant inquiry about how
or why the world works as it does, you are most likely to he a good
asker of questions.

Yin also proposes that listening carefully throughout the interview is vital but also
difficult, and advises that a good listener will hear the exact words used by
interviewees, will capture the mood and effective components, will understand the
context from which the interviewee perceives the world and, therefore, deduces the
meaning intended by the interviewee (Yin, 2014:74).
Careful listening, at the very least, Hague (1993) suggests, shows the respondent that
the interviewer is interested in what is being said. During the course of this study, if
the interviewee strayed off course during the interview, one of the probes suggested
by Easterby-Smith et al. (1991) was employed, for example, the basic probe if the
interviewee was straying off course, or the drawing out technique if the interviewee
had paused. During this study’s interviews, the various probes were used at times,
but for the most part were unnecessary.
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3.7.7 Interview Bias

It is imperative that the researcher avoids bias to allow for a valid, reliable and
impartial study to be carried out (Flick, 2007). Listening carefully to respondents’
answers is a vital part of this; being an effective listener means being able to
embrace large volumes of new information without bias; the researcher needs to be a
remote observer (Yin, 2014). Easterby-Smith et al. (1991) suggest that while bias
may be avoided in quantitative methods where questions lack ambiguity; the same
cannot be said for the qualitative, in-depth interview.

As Easterby-Smith et al.

(1991:79) explain:
As views and questioning approaches will differ from one interview to
the next, there is no one ‘objective ’ view to be discovered which the
process of interviewing may ‘bias However, there is a very real
concern about interviewers imposing their own reference frame on the
interviewees, both when the questions are asked and as the answers
are interpreted.

Chrzanowska (2002) suggests that while it may be considered that an interviewer
should be completely neutral, this rarely works,

fhe interviewer should use their

own personality Chrzanowska suggests, and be natural and authentic in order for the
respondent to feel comfortable with them. Chrzanowska (2002:77) offers strategies
to help the interviewer avoid bias arising such as setting up the interview in such a
way that power variations between interviewer and interviewee are tempered and
controlled and explicitly presenting the interviewer as being there to learn from the
respondent and stating a wish to be non-judgemental. Additionally, Chrzanowska
proposes that the interviewer needs to develop respect for interviewees, regardless of
personality and background; setting aside preconceptions and prejudices, as well as
have a genuine curiosity about others which motivates when interviewing threatens
to become tedious.

Furthermore, Chrzanowska suggests that the interviewer

becomes a skilled listener and becoming aware of their own blocks to listening, and
becomes self-aware of one’s own communication style, hot buttons and personal
triggers.
In addition to these strategies, the ‘open-ended’ question may be employed, although
it may not be best for eliciting the desired information (Easterby-Smith et al., 1991).
The use of the ‘probe’, such as the explanatory probe which is used to expand on a
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respondent’s answer, may be useful in the situation where the researcher may want
to investigate in greater detail an interviewee’s response. The probe cannot be of a
leading nature; the correct wording of the question is crucial (Easterby-Smith et al.,
1991).

In order to avoid the occurrence of bias in this study’s interviews, the

researcher closely adhered to the research guide.

3.7.8 The Post-Interview Process

Following the advice of Bryman and Bell (2003), to ensure the quality of the data
immediately after the interview finished and before leaving the interview site, the
recorder was checked to make sure the interview was recorded properly. Although
transcribing is a time consuming process, it is often necessary to transcribe each
interview to allow for an accurate interpretation on the data (Yin, 2014). Ezzy
(2002) recommends transcribing the interviews as soon as possible after the
interview, not least to avoid the mountain of work that transcribing several
interviews in one go can represent. Ezzy suggests that transcribing the interviews
after each one can allow the interviewer To observe themselves in action’ (2002:70);
the interviewer can observe how they interact with the respondent and identify if any
adjustments to their style of interviewing should be made. In addition, Ezzy advises
that initial theories and concepts can emerge from early transcription; transcription
acts ‘as a preliminary form of data analysis’ (2002:70). For the purpose of this
study, the interviews were transcribed, totalling approximately 300 pages.

For

ethical purposes, as noted previously, the respondents’ names were not used,
allowing them to remain anonymous.

3.8 Organising Qualitative Data
No one method of organising qualitative data for analysis exists. As Easterby-Smith
et al. (1991) propose, researchers like to analyse in numbers; quantification is a safe
and reliable analytical method. Quantitative analysis does not take into account the
holistic nature of qualitative data, however, as proposed by Miles and Huberman
(1994:10) who advise that a feature of qualitative data is its ‘richness and holism.
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with strong potential for revealing complexity; most data provide ‘thick’
descriptions’. It is these ‘thick descriptions’ that need to be analysed. The idea that
analysing qualitative data can be challenging is furthered by Flick (2007:42) who
proposes that ‘normally qualitative research is aiming less at a numeric
generalisation than at theoretical generalisation.’ Similarly, Easterby-Smith et al.
(1991:108) advocate:
The large amounts of non-standard data produced by qualitative
studies make data analysis problematic. In quantitative data analysis
an external structure is imposed on the data, which makes analysis far
more straightforward. With qualitative data, however, the structure
used has first to be derivedfrom the data.

When it is recognised that quantifying is not always the best approach to qualitative
analysis, the ‘grounded theory’ method may provide an alternative (Easterby-Smith
et al., 1991).

3.8.1 Grounded Theory

An attempt to deal with qualitative analysis is made through the use of ‘grounded
theory’, which often features prominently in qualitative research (Flick, 2007). Yin
(2014) recommends that the grounded theory method can be useful to all case
studies. The grounded theory approach according to Ezzy (2002:29) came to the
fore in the 1960’s ‘as a counter-voice to the positivist deductive research’. When
dealing with large volumes of data, the grounded theory approach is useful, as
suggested by Easterby-Smith et al. {\99\)\
Grounded theory provides a more open approach to data analysis
which is particularly goodfor dealing with manuscripts.

As this study’s qualitative data came in the form of transcribed interviews, a
grounded theory approach was used for analysis.
The grounded theory approach involves moving from basic description, to
conceptual ordering and then on to theorizing (Patton, 2002). Similarly, Yin (2014)
proposes that ‘pouring through’ the data can lead to patterns and concepts emerging.
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The basic idea is that the theory will emerge through the data; it will be inductive
rather than deductive. This is not to say that the researcher has no pre-existing
theories. The role of the pre-existing theories is to alert the researcher to certain
issues (Ezzy, 2002).

Ezzy explains the relationship between the pre-existing

theories and the grounded theory method (2002:11):
All researchers have preconceptions that shape what they see when
conducting research. The main point of grounded theory is not to
avoid these preconceptions, but to actively work to prevent
preconceptions from narrowing what is observed and theorised.

The new theory is inductively generated from the grounded theory Ezzy explains.
Ezzy provides a useful model for outlining the grounded theory method (2002:13):

Figure 3.2 Grounded Theory Model
Theory

Shapes the general
interpretation of, and
sensitises to

Inform the development
and redevelopment of

Data

Source: Ezzy (2002:13)
Patton (2002) suggests that the grounded theory method emphasises objectivity
throughout the analysing process, demanding accuracy and thoroughness through all
its stages, from design to data collection to theory generation. As Patton (2007:48788) explains:
Grounded theory has opened the door to qualitative inquiry in many
traditional academic social science and education departments ....I
suspect its popularity may owe much to the fact that it unabashedly
admonishes the researcher to strive for ‘objectivity ’.
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Patton (2007:489-90) recommends that a good grounded theorist should have the
ability to step back and critically analyse situations and be able to recognise the
tendency toward bias.

Furthermore, Patton suggests that the grounded theorist

should be flexible and open to helpful criticism, as well as being sensitive to the
words and actions of respondents. Additionally, Patton proposes that the grounded
theorist should have a sense of absorption and devotion to work process.
The model used for this study is based upon one proposed by Easterby-Smith et al.
(1991:108-12) and includes the following stages:
Familiarisation - At this initial stage of analysis, Easterby-Smith et al. recommend
reading through the transcripts and listening to the interview recordings again. This
will allow initial thoughts and ideas to emerge.

The relationship between the

interviewer and interviewee should be noted, as well as the general attitude of the
interviewee. This exploratory stage will allow the researcher to begin to frame
questions.
Reflection - Here, Easterby-Smith et al. suggest that as so much rich data has
emerged, the researcher may begin to feel overwhelmed.

It is at this stage the

researcher should notice if any important issue was not explored.

Evaluation

becomes more evident when examined in association with previous research.
Easterby-Smith et al. recommend cataloguing here to allow ideas to be formulated.
At this stage, there may exist a large volume of hypotheses.
Conceptualisation - At this stage there may appear to be a set of variables or
concepts which seem to be important for an understanding of the situation. The
researcher will need to validate these concepts by going back over the data and
searching for them when they appear. An effective way of doing this is the use of
coloured pens to highlight the different concepts, which is the method that this
researcher employed. Previously unseen concepts may start to emerge.
Cataloguing Concepts - Once the conceptualisations are realised, they can then be
transferred onto cards as a reference guide and labelled.

Easterby-Smith et al.

caution, however, that such a mechanism can be destructive to an intuitive process.
Recoding - At this stage, it will be possible to go back to the places referenced in the
data to see exactly what was said. It may come to light that different phenomena
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were explained by the same concept, that is, different people assigned a different
understanding to the one concept. In this case, recoding may be needed. EasterbySmith et al. advise that this may involve redefining concepts, which means
collapsing or enlarging codes, a process known as laddering.
Linking - Here, the framework of analysis and explanations should become clearer,
with patterns emerging. The evidence gathered should produce a clearer hypothesis.
At this stage, the identified variables can be linked together into a more holistic
theory.

This involves linking the empirical data with more general models and

involves travelling between the literature review and the primary data.
Re-evaluation - At this stage, the researcher may decide that some areas need to be
revisited and expanded whereas other areas may be over-concentrated. After the
revisiting process, the first draft may be re-written (Easterby-Smith et al., 1991).
As summarised by Miles and Huberman (1994:11) when qualitative analysis is
taking place:
The qualitative analyst is beginning to decide what things mean - is
noting regularities, patterns, explanations, possible configurations,
casual flows and propositions. The competent researcher holds these
conclusions lightly, maintaining openness and scepticism, but the
conclusions are still there, inchoate and vague at first, then
increasingly explicit and grounded.

The above statement outlines the emergence and development of theory through the
analysis process. An important part of this process is coding, which the following
section explores.

3.8.2 Coding
Although the term ‘grounded theory’ is often used to generalise qualitative analysis,
its methods of analysis are very specific and systematic, executed through a
procedure of codes (Patton, 2002:127). Patton suggests that if the raw material
comes in the form of transcripts then making sense of the mass of material is
difficult; therefore, some scheme of coding is needed. Patton (2002:463) proposes
that:
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Without classification there is chaos and confusion. Content analysis,
then, involves identifying, coding, categorising, classifying, and
labelling the primary patterns in the data. This essentially means
analysing the core content of interviews and observations to
determine what’s significant.

Coding and categorising are among the most prominent methods of qualitative
analysis of the data that results from interviews (Flick, 2007).

As Miles and

Huberman advocate ‘codes are efficient data labelling and data-retrieval devices’
(1994:65). They postulate (1994:56) that:
Coding is analysis. To review a set of field notes, transcribed or
synthesized, and to dissect them meaningfully, while keeping the
relations between the parts intact, is the stuff of analysis. This part of
analysis involves how you differentiate and combine the data you
have retrieved and the reflections you make about this information.

Coding forms a part of early data analysis suggest Miles and Huberman (1994)
which leads to ‘a reshaping of your perspective and of your instrumentation for the
next pass’ (1994:65). The codes are derived from the material and the aim is to
develop a theory from the data rather than trying to impose an existing theory (Flick,
2007). Miles and Huberman (1994: 56) describe codes as ‘tags or labels’ used to
assign meaning to the data.

Miles and Huberman advise that this is done by

attaching these labels to ‘chunks’ of words or phrases, which are then organised by
the codes (1994:56).

Corbin and Strauss (2008) recommend that the researcher

should consider the coding process as ‘mining’ through the data, additionally adding
that coding should not be considered in the same terms of paraphrasing.

In

agreement are Miles and Huberman (1994) who stress it is the meaning behind the
words that is significant rather than the actual words. Corbin and Strauss (2008:66)
advise that coding encompasses:
Interacting with data using techniques such as asking questions about
the data, making comparisons between data, and so on, and in doing
so, deriving concepts to stand for those data, then developing those
concepts in terms of their properties and dimensions.
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Patton (2002) recommends reading through the transcripts and making comments in
the margins. This begins the organising of data into topics which are then given a
label. Patton also cautions that (2008:463):
Several readings of the data may be necessary before field notes, or
interviews can be completely indexed and coded.

Corbin and Strauss recommend avoiding writing in the margins during the first
reading of the manuscript. The purpose of the first reading, they advise is to ‘enter
vicariously into the life of participants, feel what they are experiencing and listen to
what they are telling us’ (2008:163). The more the researcher works with and mulls
over the data the more they will begin to understand the meaning behind the words
(Corbin and Strauss, 2008). Patton (2002) suggests using coloured pens to highlight
different ideas or concepts. This allows the researcher to track ideas as the different
colours represent various concepts.

This is the method that this research study

employed. Although coding can be a tedious process, it can help with analysis
further on as a strong foundation has already been laid (Corbin and Strauss,
2008:163).
For the purposes of this research study, the various coding techniques that were
employed were open coding, axial coding and theoretical saturation. Corbin and
Strauss (2008) describe open coding as ‘breaking concepts apart and delineating
concepts to stand for blocks of data’ (2008:195) and axial coding as ‘crosscutting or
relating concepts to each other’ (2008:195). Theoretical saturation refers to ‘the
point in analysis when all categories are well developed in terms of properties,
dimensions, and variations...and further data gathering and analysis add little to the
conceptualization’ (Corbin and Strauss, 2008:263).
Miles and Huberman (1994) propose that it is sometimes difficult to know when to
finish analysing and go with a specific coding scheme. Patton (2002:466) suggests
that the coding process may be considered complete when:
Sources of information have been exhausted, when sets of categories
have been saturated so that new sources lead to redundancy, when
clear regularities have emerged that feel integrated, and when
analysis begins to ‘overextend’ beyond the boundaries of the issues
and concerns guiding the analysis.
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The above quotation refers to saturation, that is no new findings are emerging, or
those that are emerging are outside the remit of the study. For the purposes of this
study once these points were reached, that is, the saturation of categories and the
over-extension of boundaries, the codes were deemed to be established. An example
of coding in this study can be seen in the issue of sustaining and reviving cultural
traditions. This theme was intended to examine whether or not food tourism allows
or encourages food traditions to be maintained or revived.
considered a slow process.

Coding may be

Due to the nature of the qualitative interview, data

concerning a specific topic were not located in the same place in every transcript,
requiring the researcher to sort through immense quantities of transcriptions. If the
respondents indicated that ‘yes’, food tourism allowed for the maintenance and
revival of cultural traditions then this was highlighted in one colour. If the response
was ‘no’, it was highlighted in another colour.

A third thread arose when the

answer given was of a ‘sort of or ‘maybe’ variety, for example, in the situation
where the family was always associated with food, but not specifically food and
tourism combined. This third strand was duly highlighted in a different colour.
The respondents, for example those who answered affirmatively, when expanding on
their answers, listed many factors that contributed to the maintenance or revival of
an old tradition. These factors, among others, included handing down skills between
generations, long-running relationships between customers and businesses and
maintaining the ethos of a business through the years.

These factors were also

highlighted in different colours. These codes regarding the issue of food tourism
and the maintenance and revival of cultural traditions and its associated elements
were then organised to create a theme.

3.8.3 The Analysis of the Data

As noted by Patton (2002) there is no precise point where data collection ends and
analysis begins. Corbin and Strauss (2008) propose it would be beneficial to begin
data analysis after completing the first interview. This ensures that the data does not
build up into a mountain of work as well as allowing for more sensitive observation
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and listening, and moreover providing a sense of direction (Corbin and Strauss,
2008:57-8).
The raw data for this research study comes in the form of direct quotations. As
Miles and Huberman (1994) suggest, this form of data is useful because it provides
‘thick descriptions’ which are complex and rich in detail. Difficulties may arise
when analysing qualitative data. Patton asserts that when undertaking a quantitative
study the lines between data collection and analysis are usually distinct but in the
case of qualitative work ‘the fluid and emergent nature of naturalistic inquiry makes
the distinction between data gathering and analysis far less absolute’ (2002:436). As
Corbin and Strauss (2008) point out, qualitative data is full of possibilities and there
is never just one story to tell. There is a need for a systematic approach that deals
with this data. The approach that was used in this study was the grounded theory
method. The grounded theory method involves the generation of themes inductively
from the data as outlined in the model provided by Easterby-Smith et al. (1991).
I’he literature studied contributed to the construction of the interview guide which
was then revisited to help in focusing the analysis and which is used to organise the
topics for discussion in Chapter Four. This method involves applying codes to the
data by reading through the transcripts and making comments in the margins. This
begins the organising of data into topics which are then given a label (Patton, 2002)
and letting the main themes emerge. These codes are necessary, as Patton (2002)
points out, in order to make sense of the mass of material that inquiry methods such
as interviews generate. These themes are presented and analysed in Chapters Four
and Five.

3.9 Conclusion
This chapter described the chosen research methodology for this study.
Furthermore, the reasons for selecting this particular methodology were outlined.
The case study method was explored and reasons for its choosing were justified. As
in the words of Yin (2014) the case study is suitable for dealing with ‘how’ or ‘why’
questions that a situation may present. Essentially, this study has its foundation in
the phenomenology paradigm and utilised interviews, grounded theory and coding.
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The findings generated from the employment of the research methodology, together
with an analysis of these findings, are outlined in the following chapter.
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Chapter 4: Findings and Analysis
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4.0 Introduction
This chapter presents the findings revealed through the primary research, which was
carried out by means of in-depth interviews. In addition to the presentation of the
findings uncovered in the primary research procedure, this chapter also offers an
analysis of these findings. For this research study, as detailed in Chapter Three,
three cases were studied, namely, Kinsale, Cork’s English Market and Dingle. In
these locations, thirty three interviews were conducted with those who are food
tourism representatives including restaurateurs, food trial guides, farmers’ market
members, food festival organisers, artisan producers and market stall-holders. To
safeguard anonymity, the direct quotations are broadly referred to by oecupation and
location, for example, (Restaurateur, Dingle).
To ensure that the research objectives (see Chapter One) were satisfied an interview
guide was construeted and utilised for the interview process. During the grounded
theory’s coding process a number of thematic areas were detected which this chapter
introduces. Each theme is analysed to highlight the research findings. Each theme
will be analysed in relation to the literature which was reviewed in Chapter Two,
together with highlighting new areas whieh emerged on the topic during the
interviews, with a view to adding to the existing literature. This chapter begins by
looking at authenticity and then moves on to exploring the role of food tourism in
sustaining and reviving cultural traditions. The notion of food tourism telling the
story is then presented and analysed. This is followed by an analysis of the role of
the local producer in sustaining food traditions. The chapter then moves on to the
role of food tourism in creating and sustaining employment. Finally, this chapter
concludes by examining the external influences on a region’s food culture.
The first theme presented in this chapter is food tourism as an authentie
representation of a place’s culture and its findings and analysis follow below.

4.1 Food Tourism as an Authentic Representation of Culture
As outlined in Chapter Two, the notion of authenticity can be contentious and
ambiguous.

The literature review highlighted how authenticity is a negotiable
138

concept depending of the view point of the individual. In particular, it was noted
that often the host and the tourist will have contrasting views on what constitutes an
authentic representation of culture (Chhabra et al., 2003; Sigala, 2005; Xie and Wall,
2002).

Descriptions of authenticity included the words ‘genuine’, ‘unaffected’,

‘original’ and ‘traditional’.

Chapter Two also highlighted how there can be

preconceived notions about cultures, that is, the notion of perceived authenticity.
The idea of putting on a show for the tourist was seen as a risk to a culture’s
integrity and uniqueness. On the other hand, it was illustrated that for many areas,
the commercialisation of their culture was their only means of economic survival
(see Jimura, 2011; MacDonald and Jolliffe, 2003; Su, 2011).
Food tourism was seen by many as a means of creating an economic opportunity as
well as an effective way of portraying an accurate representation of their culture
(Fox, 2007; Okumus et al, 2007). Chapter Two also illustrated the manner in which
food can form an important part of a place’s legacy, and be reflective of its culture,
history and economy. Food was seen as contributing to a ‘sense of place’ (Scarpato
and Daniele, 2003), which although at risk from globalisation, was still seen as a
means of experiencing an authentic aspect of a place’s culture. During the primary
research, the participants were asked what they believed authenticity to be and, in
particular, if they saw food tourism as a realistic depiction of their culture. This
questioning resulted in a broad range of perspectives highlighting both similarities
and differences across locations and occupations.
The idea of authenticity being ‘negotiable’ was raised by ten interviewees from
Dingle and Kinsale. Two of the respondents, both of whom were farmers’ market
members, suggested that the farmers’ market may not be an accurate portrayal of the
area’s food offerings nor have a native local clientele, as indicated by the following
statements:
What’s authentic?

There’s a guy who does veggie burritos, he

does well at the market; it’s a lovely product. A burrito isn’t Irish.
I don’t think there’s anything inside it that’s made in Ireland
though. We can’t grow avocados/ make guacamole. We find it’s
good to have a couple of hot food stands in the market. It keeps a
buzz around.

If people are around the place it brings in other
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people and it all contributes (Farmers’ Market Member c,
Kinsale).
Our customers are 90% local but non-native local.

I’m from

Kinsale, 1 grew up here. Well over half our customers are not old
Kinsale families. They have the income, they have the time. I’d
say half our customers are English. In the summer the tourists
really bring up the numbers (Farmers’ Market Member d, Kinsale).
The above responses serve as an initial reminder as to the difficulty in defining the
term ‘authenticity’. Another perspective on the farmers’ market was offered which
suggested that the farmers’ market was not what it was supposed to be and was
creating friction.

The following quotations outline this opinion and highlights

tension between the market and local businesses:
The problem with the farmers’ market is that it became an outdoor
food court. It was like the biggest restaurant in Kinsale. To me a
farmers’ market should be producers bringing in their extra
produce. I think if that was happening then restaurants and chefs
would support it more. As a restaurateur you see your potential
customer base not coming to you.

I think it sours the good

producers that are in the farmers ’ market. Restaurateurs don’t go
and support them as much (Restaurateur a, Kinsale).
There’s an active group behind the farmers ’ market in Dingle and
they really pushed it in terms of organising special events and
things like that. Kerry County Council hired someone to work on
finding a location for the market and to develop farmers ’ markets
throughout Kerry. We had tried to work it out ourselves but there
were too many objections from townspeople (Farmers’ Market
Member, Dingle).
The above statements imply a conflict of interest between the famers’ market and
restaurateurs. It is inferred that the farmers’ market is taking business from the
restaurants thus leading to a struggle between the two entities and creating hostility.
It is also suggested that the farmers’ market is not selling what a farmers’ market is
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supposed to sell.

On the other hand, two of the respondents highlighted that there

was always a market in their town and that they had a legal right to be there,
regardless of what they were selling:
You’re allowed have a farmers’ market. It’s constitutional law.
This used to be the old square in the town. There were cattle here
years ago on market day. You have a right to set up markets and
by law they can’t stop you (Farmers’ Market Stall-Holder c,
Kinsale).
There’s always been a market in the town. It was a different sort
of market but it was always there. Those in authority are supposed
to be supportive of it. The market rights are established (Farmers’
Market Stall-Holder e, Kinsale).
The above quotations showcase different pereeptions of authenticity and its
contentious nature.

The point was made by the farmers’ market members, who

outlined that although the market was historically established in the town,
acknowledged that in some cases what was being sold was not local food, nor were
the majority of the customers from the locality.

The suggestion appears to be that

the presence of the market itself is what is a genuine part of the culture, not what is
being sold. This seems to refute the argument that the market is inauthentic by
virtue of the products it offers for sale. A sense of defending the market emanates
from the farmers’ market members’ responses where it gives the impression of those
in authority not supporting the market or objections from other local businesses.
This situation is in contrast, however, to the previous quote which outlined that a
designated official was charged with finding a suitable location for the farmers’
market in Dingle, and which indicates support for the market.
In another vein, it was outlined in Chapter Two that Ireland is among the world’s
most globalised countries (Lane and Ruane, 2006). It was further noted that aspects
of globalisation pose a threat to distinct cultures (George, 2010), including a loss of
unique culinary identities (Pieniak et al, 2013).

This loss of gastronomic

uniqueness and the difficulty of defining what authentic food or culture comprises
were highlighted by four of the respondents. Two respondents drew attention to the
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fact that there were several different cuisines on offer in their town as explained in
the following quotations:
We have restaurants in Kinsale serving Vietnamese, Thai, tacos,
the choice is phenomenal (Restaurateur c, Kinsale).
What’s your point of reference? In Kinsale we have a Thai
restaurant, a Chinese restaurant.

People want everything, they

don’t just want traditional. You look at a lot of menus and there’s
a curry on it, there’s a Thai dish on it, there’s steak, there’s duck, a
bit of everything. We try to use as much local produce as possible.
But what 1 say is Ts there enough producers out there?’ We do
our best, but some times of the year you struggle to get ingredients
and supplies (Restaurateur a, Kinsale).

The above statements imply that if one were to use just local recipes, local food or
traditions, then it may not be possible to run a business. Equally, it raises the
question of demand suggesting that in some cases, local recipes, food and traditions
are not popular with everyone. The underlying proposition seems to be that as much
local and traditional as possible will be used, insofar as it will allow a business to
survive. Chapter Two revealed the concept of the ‘global palate’ (Mak et al, 2012),
a notion which the above statements appear to echo. It also resonates with the claim
by O’Brien and Browne (2012) that traditional Irish dishes run the risk of being
overtaken by global dishes on Irish menus.

The responses outline the range of

restaurants available and the demand for this choice. Adding to this, the veracity of
what was advertised by some restaurateurs was questioned:
I get what 1 can locally but you can’t get everything.

You ’d see

printed menus with the supplier’s name on them but sometimes I’d
wonder is it always what it seems.

You ’d be hard-pressed to use

the same suppliers for every single day (Restaurateur c, Dingle).

This above response implies a sense of scepticism regarding what is being put
forward as authentic or local in certain circumstances. Additionally, the point was
made that although food may be grown locally, it may be food that is not native to a
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location. The following quotation raises an interesting argument and opens another
perspective on the obscurity of the idea of authenticity:
What’s authentic? Food from the area? We’re growing vegetables
in Ireland now that we never even knew existed before.
(Restaurateur a, Dingle)
The above statement accentuates the complexity of defining what is authentic and
raises a noteworthy question regarding local food, which although is not native to
the area or to the country is now being grown. The above quotation seems to ask if
food can be considered authentic if it is grown in a location even if it is not
traditional, or if it can only be considered authentic if it is traditional and locally
growTi. This is similar to the point made by the Kinsale restaurateurs, in that there

are a number of restaurants in the town that are serving what might not be
considered traditional Irish food but were run by Irish families living in the town.
This adds another dimension to the notion of authenticity asking if these restaurants
are inauthentic because they are serving various cuisines from other countries. It
also adds to literature noted in Chapter Two (Dunne and Wright, 2015) regarding the
elusiveness of what constitutes Tocaf food.
As noted in Chapter Two, the notion of preconceived authenticity can arise when
culture is being considered (Daugstad and Kirchengast, 2013; Jimura, 2011). Zhou
et al. (2013) advise that it is often the enjoyment an occasion or object brings that is
important, rather than interest in absolute originality. The findings from this study
indicate that this phenomenon can also occur with food. This was noted by four of
the respondents, who believed that sometimes the tourist will expect certain things
and will search for this. The findings from this study suggest that the tourist is
looking for an enjoyable experience. The tourist may have already formed views
regarding authenticity and if these philosophies are realised then the tourist is happy.
If the tourist is presented with the unexpected they are not happy, regardless of
whether or not it is culturally authentic.

The following statements outline this

position:
Some days we have Irish stew and some days we don’t. Some days
they come in the door and ask if we have Irish stew and if we say we
don’t they ’ll walk out the door. There is that perception; the bacon
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and cabbage, Irish stew, good wholesome chowder (Restaurateur c,
Kinsale).
Locals who come to the market will he looking for some traditional
things. Tourists are very interested in anything that seems authentic from the area or from Ireland. It could just be traditional ingredients
(Farmers’ Market Member, Dingle).
People come to Ireland Muth pre-conceptions. They ’re surprised when
you go to a restaurant and you can’t order Irish stew or bacon and
cabbage (Food Trail Guide a, Kinsale).
The above statements draw attention to the presence of perceived authenticity. It is
highlighted how the tourist is searching for what they understand to be genuine. The
responses outline that the tourist is often surprised when the restaurants do not offer
traditional Irish dishes, which concurs with the literature explored in Chapter Two
(Briedenham and Wickens, 2004; Su, 2011). It is also builds on what Chaney and
Ryan (2012) refer to as ‘ingrained cultural training’ regarding food. The findings
reveal a desire on the part of the tourist to discover what they believe to be genuinely
representative of culture. The findings suggest that for many of the tourists only
what they themselves perceive to be traditionally Irish will be acceptable, regardless
of its authenticity. This is in line with the idea put forward by Amuquandoh and
Asafo-Adjei (2013) in Chapter Two, that is, to be considered a ‘good’ traveller, only
local will suffice.

It is also comparable to the notion of food being a fashion

accessory and ‘trendy’ (Gyimothy and Mykletun, 2009; Hjalager and Richards,
2002). Zhou et al. (2013) argue that it is an enjoyable experience that is often the
critical factor. The findings reveal that the traditional Irish welcome can be as
important as the actual food, which concurs with this theory.

The following

statements are reflective of the importance of the traditional Irish welcome:
We try and do the basics well, nothing fancy. But the out-service is
especially important (Restaurateur e, Dingle).
In the summer, 60% of our customers are American. Most of all
they are looking for an Irish welcome. If they get a good Irish
welcome, if there’s a good atmosphere, if they ’re looked after from
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the word go, that’s what they want. They want Irish hospitality.
There are Chinese restaurants who give an Irish welcome. They
look maybe for Irish food and produce but the hospitality is one of
the most important things.

It’s half the battle (Restaurateur c,

Kinsale).
The above statements suggest a concurrence with Fullerton (2009) who speaks of the
famed Irish reputation for hospitality. It also indicates a consensus with the idea that
it is often the social interaction which can determine the success of a dining
experience (see Bord Bia, 2014; Chang et al, 2011). It does, however, appear to
refute the notion that it is ‘authentic’ which is the most sought after. It is inferred
from the findings that it is an enjoyable social experience, rather than a truly
‘authentic’ one which is being pursued in many cases.
A further dimension surfaced on the concept of authenticity when it was pointed out
that if the aim was to meet tourist expectations and provide a perceived Irish dish
then at the very least the ingredients should be authentic. The following statement is
representative of this opinion:
Ifyou talk about Irish cuisine so many people say ’Oh it’s just Irish
stew ’. I really don’t think we have a cuisine itself. I think it’s
about how you treat those ingredients. Put on an Irish stew ifyou
want but it should still be the best Irish stew from the land. It
should represent what’s here (Food Festival Organiser b, Dingle).
The above response suggests that if one is to give the tourist what they perceive to
be genuine, then at least the components that make it up should be authentic. This
gives the impression of trying to use as many authentic and local resources as
possible to give the tourist what they are looking for and gives an insight into the
many ways that authenticity can be approached. It also brings to mind the assertion
by Abbott (1980) that perhaps Ireland’s food traditions lay in the quality of its
ingredients rather than in any particular dish.
As explored in Chapter Two, local food is a direct consequence of a mix of an area’s
natural, traditional and collective resources (Chang et al., 2011; Montanari and
Staniscia, 2009). It was also illustrated how food could display the social as well as
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economic environment.

Everett and Aitchison’s (2008) study on Cornwall

illustrated how food tourism was bridging the gap between actual and perceived
authenticity. The findings from this study indicate a consensus that for the most
part, food tourism was believed to be an accurate representation of culture; what was
being offered was genuine. In this current study, for many of the respondents in the
three locations, food was historically connected to the area and formed an important
part of the area’s culture. Restaurateurs, food trail guides, and market traders all
acknowledged their area’s food ancestry as outlined in the following statements:
The ships going backward and forward across the Atlantic docked
here to get fresh water, food and fish. There was a huge fishing
industry here right up to the early 1900s. The restaurant industry
started in line with the tourist industry. We had visitors from
Western Europe and Britain. People then started coming down
from Cork City when word got out about the quality of the food. It
was the place to been seen dining. You have sailing, fishing, but
food is the reason people come here (Food Trail Guide b, Kinsale).
The history of the Market is incredible. It’s a focal point of Cork.
Everything about Cork is in the Market. It’s a historical building
(Baker a, English Market).
Food traditions in Kinsale go back a long way - for the ships,
salted beef, pork, cheese, barrels of beer and the buttered eggs
(Food Trail Guide a, Kinsale).
It’s really from here you know, there’s a historic connection
between Dingle and the Dexter cow. The old name for Dingle is
‘Cuan an Tarbh Dearg’ or ‘The Harbour of the Red Bull’.

The

Dexter can be red or black (Artisan Producer a, Dingle).
I think the English Market encapsulates Cork’s history.

It’s

something that has been here since the 1700s. It suits everyone.
We serve everyone from the person with nothing to the person with
everything.

You could meet anybody inside here. It’s a proper

market (Butcher b, English Market).
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It M>as the early 1600s - that’s when a lot of sailing ships and fleets
were.

The most famous would be the Robinson Crusoe voyage.

The real life version stopped here and also the barge that rescued
it from the island. When the Lusitania was torpedoed big batches
of salmon came into Kinsale because they were frightened of the
shockwaves. They were later nicknamed the Lusitania salmon. It’s
a local fisherman’s legend (Food Trail Guide a, Kinsale).
The above quotations outline that food is a way of life which runs through the three
locations’ history. In Chapter Two, Royle (2010) refers to Ireland’s many cultural
assets. As Xie and Wall (2002) caution, however, culture can be distorted to make it
more acceptable and appealing. The image of Ireland that is portrayed has often
fallen victim to this (see Brereton, 2006; Graham, 2001; Sheridan and O’Leary,
2005). The historic links that Kinsale, Dingle and the English Market have to food
are illustrated in the above responses and offer a connection to authentic culture.
The findings, as represented in the above statements, suggest that food has always
played a dominant role in the three locations. I'he respondents also described how
food still plays a central part in their area’s culture as indicated by the following
statements:
People realise that food is part of the culture. It has an old style
feel to the place. They like to see that the restaurants have stayed
a long time (Restaurateur c, Kinsale).
You’d talk about authenticity.

The English Market encapsulates

Cork’s history (Butcher b, English Market).
One thing that would define Kinsale? Food would he the common
denominator. Food runs right across the board. It’s history. It’s
why people come here. It has always been a market town (Food
Trail Guide b, Kinsale).
We see this in the traditions of the lamb, the culture, the food from
the land. They ’re all related, food and culture especially in a place
like here. We need food tourism to help us in the future. We need
it to protect our livelihood but also our traditions and culture. It
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speaks about the history of the people (Food Festival Organiser b,
Dingle).
Kinsale has a long association Mhth food. We’ve had a Good Food
Circle for quite a while now (Farmers’ Market Member e, Kinsale).
The Market is the heart of Cork City. There are lots of different
traditions in here (Baker a, English Market).
In Chapter Two, Aldredge (2008) portrays how food can offer a connection with the
past, while Henderson (2014) suggests that food can provide stability and
familiarity.

The above statements outline how for Kinsale and English Market

respondents food forms a central part of their culture.

Those from the English

Market were of the opinion that it captures Cork’s history, is truly representative of
the city’s culture, and, as stated, ‘is the heart of the city.’ The Market’s uniqueness,
diverse customer base and longevity are considered to be central to this. Kinsale’s
long links to food through its fishing and tourism industries can also be witnessed in
the above statements. The findings indicate that food has always formed a crucial
part of Kinsale’s economy and the respondents recalled connections to historical
events. The respondents suggested that the food culture in the town is recognisable
to those who come to visit. Dingle, however, despite having a tradition of fishing
and agriculture, as well as historic links to ancient cattle breeds such as the Dexter,
was perceived as a relative newcomer to food tourism. The following quotations
draw attention to this:
/ think the tradition in the old days was the salting and the
mackerel and the exporting. There isn’t really a huge tradition of
food in this area. There’s a tradition offishing and say farming,
be it the milk and the dairy. They made their own butter here in
the old days in the creamery.

There’s a tradition of sheep and

lambs and cattle but that would have been sold to local butchers. I
can’t see that many local food traditions (Restaurateur d, Dingle).
Ifyou look at say Dingle Farmhouse Milk - he is at least a second
generation farmer.

Pure Irish speaker and all (Food Festival

Organiser b, Dingle).
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The whole thing is sort of evolving. In Dingle, it would have been
fishing and agriculture so it wasn ’t as if the food wasn ’t already
here, they just weren’t doing it.

Because it’s a fishing village

everyone has fish on their menu. You can see the old families that
are connected to the area for many years and over time they’ve
ended up having a restaurant (Restaurateur c, Dingle).
The suggestion seems to be that Dingle’s relationship with food in the past was
mostly functional. The above statements outline how food tourism has grown in
importance in Dingle. The respondents make reference to the old local families
going into tourism, from a background of fishing and agriculture.

It is these

traditions of fishing, salting, butter-making and cattle that are now being harnessed
to develop food tourism in the area and which form the backbone of the industry.
For many of the respondents, the participation of local people in the food traditions
of the area helped in depicting an accurate portrayal of culture, which is in
accordance with research by McCann et al. (2001) who suggest that people are an
important part of any culture. McCann et al (2001:58) remind us that ‘The beauty
and wisdom of folklore and traditional culture are produced by particular people,
and without them would not exist. There can be no folklore without the folk, no
traditional culture without living participants in a tradition.’

This study’s findings

build on this and indicate that people play an integral part in representing culture.
The importance of the involvement of local people is outlined by the responses
below:
It’s true tradition and its real life too. Even behind the counters
you have all the characters. It’s a massive part of Cork’s culture
(Trader of Artisan Produce, English Market).
A girl who works here, her father has a fishing boat so we get a lot
offish from him directly, straight from the boat. Our vegetables
are home-grown by a family down in the Maharees (Restaurateur
e, Dingle).
We are offering something unique here.

We offer a person to

person contact. We offer a service that’s invaluable to people. We
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can tell people how to use the products. The butchers are saying
how long to keep it in the oven (Baker a, English Market).
We have the names of our fishermen on the board over there so
people can see where it’s coming from. We have five to six local
fishing boats.

But if there’s a storm I’ll go back to the local

supplier and ask if he can get fish from anyu’here else and then as
local as possible. It will be Irish guaranteed - from the East coast
on occasion if we ’re stuck (Restaurateur b, Dingle).
We sell all local produce, all artisan. We don’t buy from factories.
Everything we sell is all handmade.

Just as an example, last

weekend we didn ’t have any baking because our baker, she works
by herself, she went away for the weekend. She doesn’t employ any
staff (Trader of Artisan Produce, English Market).

The above statements reveal the vital role local people play in portraying an accurate
representation of culture. This is in line with Mykletun and Gyimothy (2010) who
advise that food can bring one closer to people. It also concurs with the assertion by
Aikawa (2001) that local populations and communities play a crucial role in creating
cultural expressions. It is clear that people form an essential component of a place’s
cultural makeup, it also is suggested that elements such as landscapes, natural
history, and flora and fauna can contribute significantly to an area’s cultural
environment (Kneafsey, 2001; Prentice, 1993; Tassell and Tassell, 1990), while
Mitchell et al. (2012) advocate that culture can be viewed through a ‘geographical
lens’.

The findings from this study are in agreement with this observation.

In

Chapter Two, it was outlined that many food products in Ireland are closely
connected with local culture and identity such as the Kerry cow or Iveragh lamb
(Mulcahy, 2012).

The interviewees outlined how the food they are using is

representative of the local area, as indicated by the following statements:
There’s a great representation of the meat, the lamb, the beef and
the fish, and shellfish that are from here. The lamb on the menu is
from our own farm. The salads would he grown locally by friends
of mine. We have everything local (Restaurateur a, Dingle).
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We have a fifty mile radius competition. You have to source the
ingredients within fifty miles (Restaurateur c, Kinsale).
It’s coming in fresh every morning and people are seeing that and
saying ‘oh it’s fresh’.

We get most of our product from

Ballincollig or Timoleague (Butcher f, English Market).
Our meat suppliers are from Annascaul and Killarney.

The

fishermen land the fish to us daily or every few days at least. One
boat will bring us sole. Another boat will bring us scallops. The
fishermen decide what’s on the board (Restaurateur f, Dingle).
Butchers here, some have their own farm, their own animals and
their own abattoir (Baker b, English Market).
We have fabulous ingredients.
our own.

We ’re into foraging and growing

We’ve got everything you’d possibly want for growing

goodfood (Restaurateur b, Dingle).
Everything that’s on the menu is caught here by local fishermen; it
definitely reflects the area that way. We have monlfish, haddock,
scallops and prawns that are all landed here (Restaurateur a,
Kinsale).
Food, according to Kuznesof et al. (1997) has a land-based geographical link. The
importance of maintaining this connection was noted by the respondents as the
above statements indicate. The conversion of the landscape and flora and fauna into
what was being served by the restaurants and what was available for sale at the
markets is particularly evident. The respondents indicated that the use of as many
local ingredients and suppliers as was feasible contributed to their area’s
authenticity. In a similar vein, Kneafsey (2001) suggests that cultural markers may
include native foods, local languages and crafts. In this study, this, in addition to
using old food traditions, was achieved by writing menus in native Irish language as
well as English.

The following statement outlines a way in which these three

cultural markers are being combined:
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We bring the language into it.

We speak Irish to our customers

and that brings a lot more locals in. They ’re trying to find us here
and that’s because we ’re using Irish food and would be cooking in
traditional ways (Restaurateur a, Dingle).
Chapter Two illustrated the manner in which food tourism can allow a culture to be
experienced. It was outlined that food can provide a deeper understanding of an
area’s customs and beliefs and offer an insight into how a community works (see
Mason and Paggiaro, 2009; Mkono et ai, 2013; Zittlau and Gorman, 2012). The
findings from this study indicate a concurrence with this opinion as it was
highlighted how food tourism could offer an opportunity to highlight and explain an
area’s authentic traditions and to get a genuine experience.

The following

quotations are representative of this opinion:
The English Market is unique. It’s unique and you won’t get it
anywhere else (Butcher b, English Market).
The food festival is an accurate representation of the food that’s
available on the Peninsula. It reflects what we have here.
farmers and the artisan producers who are using Kerry

The
com’s,

they’re rare - but they are from here and they are authentic (Food
Festival Organiser a, Dingle).
As part of the walking tour we walk around the town exploring the
traditions. We do tastings of local cheeses. We finish the tour with
a sit down lunch. The chef would explain where all the food comes
from (Food Trail Guide a, Kinsale).
The boxes offish are brought up here. It’s just across from the
harbour.

Let them taste the bay is what I say. Pier to platter

(Restaurateur f, Dingle).
The above statements outline that food tourism offers the opportunity to experience
‘real life’. In Chapter Two, it was illustrated that food tourism could engage all the
senses and provide a social experience by giving one the chance to participate in a
culture (Lopez-Guzman and Sanchez-Canizares, 2012; WTO, 2012), while
Gyimothy and Mykletun (2009) revealed how food can bring one closer to the
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history of a people and a place. The findings are in agreement with this assessment.
Kurin (2004) speaks about the intangible ‘spirit’ of a place, the passing
performances and events that take place. The English Market interviewees make
reference of the opportunity to meet the characters behind the stalls, displaying food
in its natural state, and getting the chance to ask the stall-holders’ advice. The
combination of these events suggests that the Market can provide an education, an
experience labelled ‘unique’ by many of the stall-holders. Reference is made by the
Dingle respondents to the opportunity to ‘taste the bay’, as well as the opportunity to
encounter rare breeds of animals. The findings reveal that food tourism affords the
opportunity to showcase local traditions and food and explain their origins. The
following quotations are representative of this:

As part of the food festival we take people on walking tours. It gives a
good reflection of what’s on offer. There’s an eight-course, ‘Taste of
West Cork ’ event. It’s all local produce. It's a great representation
of the food we have here. There is a 'Taste of Kinsale ’. At the festival
you can talk to some of the producers.

Those with local cheeses,

mussels, oysters would be there. The fish comes straight into Kinsale.
We have lobster pots. The abattoir is just out the road (Food Festival
Organiser, Kinsale).
You need people to be educated about food. This is probably the best
place for them to get an education. People can come in here and see
what a mackerel looks like. Sometimes you get people in here and
their reaction to what a mackerel looks like shocks you. They’re used
to putting food on the table without knowing what it is. It’s constantly
out of boxes or packages. There’s been a separation for too long. In
here, their eyes are opened to the reality (Fishmonger, English
Market).
The respondents’ statements outline that separation that may exist between
consumers and the source of food. The respondents reveal how they are bridging the
gap between what is real and what is not. Scarpato and Daniele (2003) speak about
a ‘sense of place’.

The above quotations outline the role of the food tourism

representatives in explaining and educating people about local food and traditions.
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This appears to be achieved mainly by speaking to the producer or stall-holder
directly, which contributes to experiencing this ‘sense of place’. It also reflects the
idea that food tourism and in particular, food markets, can capture the essence of an
area and create memorable experiences by engaging all the senses (see Bjork and
Kauppinen-Raisanen, 2014; Zittlau and Gorman, 2012).

This section explored the notion of food tourism as an authentic representation of
culture.

George (2010) proposes that if a community’s unique culture can be

harnessed it can provide the community with a useful advantage, which
differentiates it from other places. The findings from this study reveal that it is the
locations’ unique way of life and traditions which are being utilised to provide an
authentic representation of culture. While the need to be realistic when running a
business was acknowledged, that is, that local and traditional will not always suffice,
there was a consensus among the respondents that food tourism allowed as genuine a
representation of culture as it was possible to provide. The use of local food and
traditions was seen as being central to this portrayal of culture. The findings also
reveal that the inclusion of local people who are ‘living the tradition’ is at its core.
The findings indicate that is the blending of these elements which allow for a true
experience of culture. The historic links that Kinsale and the English Market have to
food portrays that in one way or another, food has always been a central part of their
culture. While Dingle appears to be the most recent at linking food and tourism,
food has traditionally played a key role in its economy. The idea of authenticity
being ‘negotiable’ was reinforced by the findings as evidenced by the references to
the diverse cuisines on offer by the restaurants and the products available for sale at
the farmers’ market.

The notion of pre-conceived authenticity was evident as

referred to by the respondents who outlined the various tourist expectations they had
encountered.

This section’s findings reveal that the combination of the areas’ cultural markers of
landscape, people, food and traditions which food tourism is utilising is portraying
an authentic representation of culture. The maintenance and revival of the areas’
cultural traditions through food tourism is the focus of the next section.
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4.2 The Role of Food Tourism in Maintaining and Reviving
Cultural Traditions
This section focuses on the notion of food tourism as a method of preserving and
reviving cultural traditions. Chapter Two outlined the many challenges facing the
survival of unique cultures due mainly to the processes of globalisation and
modernising economies (see Brennan et al, 2009; Day, 1998; McCann et al,
2001). It was also noted that distinctive food cultures were equally at risk of
erosion by the same forces.

As Pieniak et al. (2013:1298) argue ‘increasing

homogenisation of foods might be contributing to the gradual loss of people’s
cultural identity.’ Henderson’s (2014) Singapore study outlined how the city’s
food hawkers have traditionally constituted a key element in the city’s character,
but were in danger of becoming obsolete due to industrial development. Chapter
Two also outlined the detrimental effects that tourism can have on an area’s
socio-cultural values and traditional practices (see Ekinci, 2014).

It was also

suggested, however, that food tourism can act as a means of maintaining and
reviving an area’s cultural traditions and identity. In particular, it was noted how
peripheral and remote regions could utilise their food traditions as a way of
sustaining and rejuvenating their cultural traditions (see Montanari and Staniscia,
2009). During this study’s primary research, the participants were asked if they
believed food tourism allowed for their area’s cultural traditions to be sustained or
revived, and if it did, how was this done. This questioning resulted in a broad
range of opinions highlighting patterns as well as differences across occupations
and locations.

The findings will be presented below in the form of direct

quotations. An analysis of these findings is also offered.
In Chapter Two, it was suggested that family patterns and family traditions are
important cultural elements. It was also illustrated that this includes common
heritage, values and beliefs which are handed down through the generations (see
Pedford, 1996; Weiler and Hall, 1992).

Similarly, when food heritage is

concerned, Geyzen et al. (2012:51) remind us that: ‘Gastronomy is a heritage
created (and often invented) by generations of chefs and is the result of a delicate
process’. In a similar vein, the respondents in this study repeatedly stated that
their business was a family one, and a great deal of what they had learned came
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from previous generations. In many circumstances, the unbroken family lineage
through the business to the present day was particularly evident. The following
statements are representative of this:
We’ve been a family-run stall for over 50 years. The majority
in here are family-run businesses. If it was just profit-oriented
you wouldn’t have as many stall-holders in here.

There’s a

strong family tradition, and the people behind the counters
here, the market is in their hearts. It’s not about their pockets
really. It’s about being part of the market and about the people
who stood behind the counter before you (Trader of Artisan
Produce, English Market).
We ’re second generation here. My father started the restaurant
(Restaurateur b, Kinsale).
I think it is genuine traditions that we have here.
generational recipes that we use.

There are

The honey goes back

generations (Farmers’ Market Member a, Kinsale).
We ’re still doing what my great-grandfather did. That’s what
we give the customer. The family is here since 1898 (Butcher b
- English Market).
We ’re the longest running restaurant here so we’ve seen and
done it all. We ’re 2^^^ generation. It’s in your genes. My father
has seen three recessions; you know what it’s like to bounce
back. (Restaurateur c, Kinsale)
The above statements highlight the intergenerational conneetion in many of the
business, and how skills are passed on and built up. The identity and customs of the
businesses are reinforced and preserved through the generational ties. The above
statements appear to echo the sentiments of Jokilehto (2006) and George (2010) on
the importance of the generational association, with the respondents’ statements
outlining the importance of learning the skills and upholding the good name of their
dynasties. The use of phrases such as the people who stood there before you and
we’re still doing what my great-grandfather did highlight the importance of the
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family links to the business. The respondents draw attention to the way of life being
important, that it’s not about their pockets', it is about the continuation of a tradition,
the use of expertise and practices, as one respondent stated it’s in your genes. The
findings highlight that these expertise and skills which are rooted in the business are
contributing significantly to the survival of the traditions. The findings also outline,
in addition to the generational connection on the side of the food tourism
representatives, a generational link and tradition among the users of the service. The
long-term presence of the service allows for families to continue a tradition of
frequenting the business through the years. The following statements highlight the
relationship in certain circumstances between some of the food tourism
representatives and the customers:
We have four generations of families coming in here - great
grandmother, grandmother, mother and daughter (Butcher f,
English Market).
The thing about the market is you can meet the owner/producer
over the counter. Each stall would have its own followers and
would have the same families coming hack over the years. I
hope it continues (Restaurateur, English Market).
People would ring up and ask if we have such and such on the
menu today. They ’d be used to coming here through the years
and expect us to have it (Restaurateur b, Kinsale).
Three-quarters of my customers I’d be on first name terms with.
It’s mostly the north side of the city. My mother used to say the
North-siders were her bread and butter (Butcher f, English
Market).
We’d be known for certain dishes on our menu (Restaurateur c,
Kinsale).
The above quotations highlight the long-running, symbiotic relationship that exists
between the respondents and the customers.

The English Market particularly

appears to have long associations with its customers, while the Kinsale restaurants
also seem to encourage a dedicated number of repeat customers. The findings also
157

suggest that the same families patronise the businesses through the years, carrying
on a tradition on their own side, and encouraging and contributing to the
continuation of the businesses by generating a demand for certain dishes or products.
This suggests that although people move around and travel more nowadays, the
attachment to one’s ‘local’ place remains strong (see Inglis and Donnelly, 2011).
The statements infer that the customers are happy with what they know about the
businesses, that they can get comfort from the familiar, and so keep returning. This
reciprocal relationship allows for a cultural tradition to be sustained on the part of
the providers, made possible by support from the users, and also allows for the
maintenance of a tradition for the users, facilitated by the providers.
Dingle is notably absent from the above statements. There was a consensus from the
Dingle respondents that their families always had a background in food, but not in a
tourism-related manner.

This connection was now being developed into a food

tourism business, as represented by the following quotations;
They’re traditional recipes. Some of them were just picked up.
Some of them were learned from friends or M>e did courses. But
a lot of it we learned from our grandparents or older people 1
spent time with when 1 was younger (Restaurateur a, Dingle).
The premises were always in the family. My grandfather and
great-grandfather were very involved in the export offish. That
industry is really kind of gone. Then we converted the premises
into a restaurant.

We have our own brown bread recipes and

methods for cooking fish.

They ’re recipes like people would

have cooked in the old days.
mackerel.

My grandfather used to salt

We’ve had that food tradition down through the

years and because of the restaurant we’ve kept it going
(Restaurateur d, Dingle).
There are some fantastic traditions around here and people
didn’t even know they were doing them.

The older people

didn’t think of it like that. Ifyou go back a generation everyone
did them and they maybe took them for granted (Food Festival
Organiser b, Dingle).
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The respondents’ statements reveal that Dingle is using its natural resources and
local skills to convert old food traditions into new food tourism businesses. The
findings indicate that it is through food tourism that such traditions are being kept
alive. The respondents outline how their ancestors were involved in the catching,
salting and export of fish and how it is these traditions that are being utilised to
provide them with a business today. The Dingle respondents, resembling those in
the other two locations, highlight how skills and expertise are passed through the
generations. This adds weight to the idea that the family plays a key role in the
sustaining of traditions. The above statements suggest that although Dingle appears
to have its own food traditions, it is the most recent at converting these traditions
into food tourism.

This is in line with the previous section’s findings which

highlighted that Dingle, although having a history of fishing and agriculture, was a
relative newcomer to food tourism. Despite the availability of food and an existing
tourist market, linking food and tourism appears to be a relatively new phenomenon
for Dingle.

An interesting insight into why this might be so was given by

respondents, which the following quotation represents:
The pub trade is different to what it was 13 or 14 years ago.
We didn ’t do food. People came in for the music, a drink. I
suppose 70yo of our trade would have been drink at that time.
Now it’s the direct opposite for us. There are places where a
younger clientele would go for parties that would have nothing
to do with food, or certain pubs held the music tradition.

We

have an older clientele and our business is mostly food now

(Restaurateur e, Dingle).
The above view outlines the change of direction Dingle has taken and it raises a
noteworthy point. It infers that Dingle has had to undergo a reinvention to stay
relevant as a tourist destination. Where Dingle previously prospered as a centre for
music and drink, it is now calling on its local food traditions to maintain its tourist
market. The above respondent outlined how their business was once a pub with food
playing a minor role, but now the situation is reversed. The findings imply that there
is a perception among businesses that this is a more sustainable route for Dingle to
take and is contributing to the growth of food tourism in the area.
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While it is often the case that locals are suspicious of tourism and its impact, food
tourism can allow for the ‘social fabric’ of a region to be maintained, as outlined in
Chapter Two. Food tourism may be seen as a means to aid in the preserving of an
area’s traditions and sustaining a region’s character. Similarly, a food product or
dish may be regarded as a symbol of the region’s cultural identity, while a food
festival may play an important social role by allowing for the transfer of values
between successive generations (see Everett and Aitchinson, 2008; Rusher, 2003).
The findings from this study indicate a consensus with this view, that an event such
as a food festival can be utilised to ensure that traditions are kept alive through the
years. The following statements from two food festival organisers are representative
of the opinions expressed by the interviewees:
For last year’s festival and for the festival the year before, we
had local people in one of the venues doing local food. Some of
the people in there were doing it for years. They didn’t have a
business or anything. They were showing how they were doing
mackerel and how they baked bread (Food Festival Organiser a,
Dingle).
1 think the traditions should be revived and kept going.
need to look back and record these traditions.

We

I think that

should be the goal of any town that’s looking to develop its food
tourism.

Food tourism in cities around the world, so many

cultures can come in to play. We have our own traditions and
culture here. It’s about protecting the traditions (Food Festival
Organiser b, Dingle).
The above statements illustrate how a food festival can be used to record traditions,
as well as allowing for demonstrations of old traditions to take place. The findings
also illustrate how a food festival can draw attention to the native traditions in an
area and the important role they play in an area’s culture.

It also offers an

opportunity for local people to share their knowledge of local traditions, all
contributing to the survival of an area’s cultural traditions. The findings indicate
that the food festival is the catalyst in an attempt to preserve the areas’ cultural
traditions.
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When considering factors that play a role in a culture’s survival, it is proposed that
cultural values are of great importance in sustaining an area’s character, and that in
order for any business to remain sustainable, its ethos, value systems and traditional
ideals need to be given due regard (Choi and Sirakaya, 2006; Olango et al, 2014).
The findings from this study indicate a concurrence with this theory, that is, the
importance of maintaining a place’s values or ethos. The following statements are
representative of this opinion:
There’s always been a high level of cooperation here between
restaurants traditionally. They’ll take it in turns to close. In
the winter there would be a number ofplaces open. Some close
on Mondays, some close on Tuesdays. When they started that it
was unique. In other places they were all open or they were all
closed.

They built that up; they’d share the business around

(Food Trail Guide b, Kinsale).
The council are very particular about who they leave into the
English Market. They’re trying to keep it family businesses owner-occupier.
background.

The customers meet who is there, get the

No more than three of four people behind the

counter. They don’t want big companies coming in (Baker b,
English Market).
There are a lot of restaurants that are here to stay. They have
Kinsale’s best interests at heart (Restaurateur c, Kinsale).
We’ve always had concerns about chain stores.

There are

loads that would love to get a unit in here. That’s not what the
English Market is about.

These are family businesses that’d

have great history. It’s going back to the 1700s. The people
who work here, their families have seen it through really bad
times - two major fires, several recessions. It’s still here. In a
lot of cases it’s the same families that went through those
recessions (Baker a, English Market).

161

People are very interested. They tell us it’s really old fashioned
values that we have with our product (Farmers’ market StallHolder a, Kinsale).
There are a lot ofpeople who are here for the long-run. It’s the
family-run businesses that appear to do the best (Food Trail
Guide b, Kinsale).
The above quotations highlight the importance of maintaining the ethos of a
location, which is reflective of Choi and Sirakaya’s (2006) belief of the importance
of fostering local values as a pre-requisite for success. The responses indicate that
careful consideration is given to who is allowed to set up a business in the English
Market. T he findings illustrate that it is because of the philosophy of small, owneroccupier units that the English Market continues to be successful. Furthermore, it is
evident that it is the hard work and experience that permeates the English Market
that contributes to its longevity and resilience. Similarly, the statements from the
Kinsale respondents reflect the importance of staying true to the character of a place,
and also highlight a culture of cooperation among the business. As noted by the
respondents those who are there/or the long-run and have Kinsale’s best interests at
heart are fostering this tradition of collaboration and are doing so for the good of the
town, thus aiding the survival of its cultural traditions.
The previous section (4.1) explored the notion of perceived authenticity and pre
conceived expectations about what a culture should be.

The dangers of over

commercialising an area’s cultural traditions to suit tourist expectations, and thus
dis-servicing its own customs by lessening its authenticity are well recorded (see, for
example, MacDonald and Jolliffe, 2003). It is generally accepted, however, that
culture is not stationary and will evolve over time. It is proposed that the cultural
landscape is in a state of perpetual development and does not stagnate, and that a
place’s cultural identity is in a constant state of creatively reconstructing, building
up and preserving skills and know-how (see Jokilehto, 2006; Panelli et ai, 2003).
The findings from this study indicate that this view point could also be applied to the
realm of food tourism in the three chosen locations. The respondents’ statements
reveal that while it is important to remain true to what the business stands for, it is
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equally as important to keep the business up to date. The following statements are
representative of this notion:
There are some restaurants in town where family members have
taken over or are in the process of taking over.

The new

generation will have a different flair and creativity. Introducing
newer things, plus keeping the traditional items that have stood
them well for 40 years. There would be certain newer views,
more modern.

It’s been handed down from the older

generation, culture evolves with time and that’s a good thing.
You’ve got the underlying core values taught from the
generation above (Food Festival Organiser, Kinsale).
There is a demand for the things that their parents and
grandparents used to cook. People want to go back to their
roots but putting a modern twist on it (Butcher c, English
Market).
The constantly evolving menu is the trick. Some dishes tend to
stay through the years because people come back to them
(Restaurateur b, Dingle).
One of the biggest trends is seaweed in the last few years.
We ’re starting to see a re-emergence.

But that could be a

tradition that’s moved on with the times. Maybe it could be
pickled a different way (Food Festival Organiser b, Dingle).
We’ve always had chowder. We ’re known for it. We’d reinvent
it a bit alw’ays though, adding bacon for example (Restaurateur
b, Kinsale).
The above quotations illustrate that old traditions which are learned from previous
generations are being rejuvenated to bring the business up to date. This is in line
with the assertion by Aikawa (2001) that in order for cultures to be sustained, they
need to be revitalised and not forced to crystallise.

Allowing for the natural

evolution of the tradition lets the business continue in line with the times, but with,
as one respondent described it, the ‘core values’ still in place. This idea of allowing
163

for progression but keeping the ‘soul of the business’ intact was concisely stated by
one of the respondents:
My father started it. There’s been a bit of change since then but
the heart of the traditions is still there (Butcher e, English
Market).
The above statement outlines the progression from father to son, a new generation
developing a business which was passed on, and all the while maintaining the
original principals. It is evident from the findings that although progression and
evolution is necessary, it is the continued maintenance of the ‘heart of the traditions’
that is crucial.
Chapter Two outlined how many areas are rediscovering their food traditions in
recent years. Food tourism can allow for old, unique culinary traditions to be revived
and handed on to the next generation (see Everett and Aitchinson, 2008).
findings from this study indicate a similar occurrence.

The

The respondents make

reference to reviving childhood skills as well as reintroducing old traditions to the
areas. The following statements are representative of this:
This is something that has been revived by myself and my wife.
We both learned to make jam at a very young age.
always had honey for sale at home.

We’ve

We have diversified into

other products as well (Farmers’ Market Stall-Holder a,
Kinsale).
/ re-introduced Dexter cattle to Dingle (Artisan Producer a,
Dingle)
Kinsale historically has a food tradition. There was always a
tradition of a market in Kinsale. In a way we 're re-introducing
a past tradition (Farmers’ market Stall-Holder c, Kinsale).
The above quotations highlight how old traditions which were lost or unused are
being recovered by the respondents. The quotations detail the revival of an old jam
making skill, the re-introduction of an ancient cattle breed to a location, together
with keeping alive the tradition of a farmers’ market. It was through the medium of
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food tourism that this was made possible. In a similar vein, one respondent outlined
how new businesses with no connection to the area were taking old traditions and re
introducing them:
But then at the same time there are new people in the area with
businesses that are doing it using traditional recipes (Food
Festival Organiser a, Dingle).
The above quotation adds a new dimension to the findings by describing the revival
of old culinary traditions by newcomers to the area. The findings indicate that these
people who have no previous association with the area are also contributing to the
rejuvenation of the location’s old food traditions. Chapter Two also detailed how
places are reviving their old-style gastronomic customs by returning to traditional
ingredients and cooking methods to attract visitors (see Alcock, 1995; Fox, 2007).
This study’s findings indicate a concurrence with this phenomenon as represented by
the following statement:
In here, we cook very traditional food and we like to go into the
old slow braising - the old way of the pot on the stove and go
off to work and come hack again.

So we do sixteen hour

braised beef or pork bellies or braised lamb shoulder. We ’re
using Irish food and would be cooking in traditional way
(Restaurateur a, Dingle).
The findings further indicate the revival that the locations’ food traditions, in
particular, those of Dingle, have undergone in recent years. The Dingle respondents’
statements reveal the re-introduction of an ancient breed of cattle to the area and
make reference to the importance of recording and keeping the traditions of the area
alive.

Similarly, the reference to old cooking styles draws attention to the

phenomenon of the re-introduction of old cooking methods. The Kinsale respondents
refer to the rejuvenation of the farmers’ market as being similar to reintroducing an
old tradition. The English Market, in contrast to the other locations, appears to have
maintained its traditions through the years, as represented by the following
statements:
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It’s the only place in Ireland that does tripe and drisheen, like it
always has (Butcher f English Market).
The English Market is famous for its unique traditions, like
spiced beef that was always available here (Butcher e, English
Market).
It’s seen two fires, it’s still here.

The Celtic Tiger was the

biggest threat to it. People wanted to buy it and change it into
a shopping centre. The location is great. So if they didn’t sell it
at that stage I don’t think they will. They ’ll hold on to it. We ’ll
survive into the future (Baker b, English Market).
The continued existence of the English Market itself, as a meeting place and as a
building, as well as a place of commerce, appears to constitute the maintenance of a
tradition in its own right. The findings indicate that it faced a struggle for survival in
the face of globalising forces. As can be witnessed in the above statements, there
were once proposals to sell it and change it into a shopping centre. Similarly, the
presence of a farmers’ market in a location may be seen as sustaining a tradition by
virtue of its continued survival. The above quotations reveal the difference between
the locations, particularly, Dingle and the English Market. While Dingle appears to
be re-discovering its traditions, the English Market, by distinction, seems to have
never lost them. The responses of like it always has and always available here
illustrate that certain unique products have been available for sale in the English
Market throughout the years, which despite the challenges it has faced have stood
the test of time.
It is further proposed that people are expressing a wish to return to the roots of food,
to discover where their food comes from and how it is produced. The increase in
interest in the sustainability of food, and the growing desire to avail of food made
with minimum human interference is well documented (see Chambers, 2009; Hall et
al., 2003; Olsen et al., 2014).

The findings from this study indicate that food

tourism can fulfil this desire by acting as a platform to showcase and explain an
area’s food traditions, as represented by the following quotations:
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I’d have a few demonstrations on the tour. I’d show people
how salt is added to the water to preserve food - the right
amount, too much would eat into the food.
part of it.

Butter was a big

That’s how farmers outside and around Kinsale

would have paid the rent. I demonstrate how to make butter on
the tour (Food Trail Guide a, Kinsale).
Tourists having an Irish brealfast are interested in learning
about the black pudding and white pudding and where it comes
from (Food Trail Guide a, Kinsale).
You ’d get everything you ’d needfor daily life inside this market.
Bread, milk, cheese, fish, meat. Anything that you could think
of that you ’d need, you ’d get it inside here. It’s a massive part
of Cork’s culture.

The English Market and the Coal Quay.

Those were the two markets (Butcher b, English Market).
The food festival is a platform to show off what traditions we
have; the importance of them and especially before they are lost
(Food Festival Organiser b, Dingle).
The findings suggest that food tourism can give an insight into the ‘real’ aspect of an
area, and that food and its associated customs can help in understanding the
surrounding world, as well as helping to build up trust between the producer and the
consumer. This adds to literature explored in Chapter Two about bridging the gap
between consumers and the source of food (Olsen et al, 2014; Morris and Buller,
2003). The above quotations serve to reinforce these assertions by outlining how
food tourism allows an area’s traditions to be displayed and explained. The above
statements illustrate how the food trails allow for a tangible, hands-on demonstration
of old techniques in making and preserving food. The findings also outline how the
food festivals act as stages for the people in the area to show their skills and local
traditions to both domestic and international tourists. The English Market, by going
about its day-to-day business, appears to offer a lesson in understanding and
appreciating old food traditions, as well as providing people with an opportunity to
get closer to the source of food. Kurin (2004) describes this everyday culture, the
performances and manners as ‘intangible’. These everyday performances that the
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traders carry out represent a continuation of a tradition.

Furthermore, the

communication of these cultural traditions, both tangible and intangible, offers the
opportunity to make a connection between past and present.
In summary, this section explored the notion of food tourism as a method of
maintaining and revitalising an area’s cultural traditions. There was a consensus
from this study’s three locations that food tourism plays an important role in
sustaining and reviving the areas’ cultural traditions. The findings highlighted that
the role of the family, the importance of the inter-generational connection in the
passing down of skills and know-how, was seen as key to this. The maintaining of a
place’s ethos or values was also perceived to be crucial.

This was particularly

evident from the English Market respondents. It was further indicated however, that
although the values that persevered through the generations were critical, it also
emerged that culture must be allowed to evolve naturally and it should not be
endeavoured to freeze it in time. The opportunities that food tourism created for the
revival of old traditions were also evident.

This section’s findings highlighted

differences across locations. Primarily, and corresponding with the first section,
Dingle appeared to differ from the other locations in that no history of food tourism
was evident. In contrast to this, the English Market and Kinsale appear to have long
associations with food tourism. While Dingle appears to be re-discovering its food
traditions, the English Market emerges with an unbroken record of keeping its
traditions alive. The platform that food tourism gives for an area’s traditions to be
explained and showcased also arose.

The importance of the story behind these

traditions is the focus of the next section.

4.3 Telling the Story Behind the Food
The section explores the role of telling the story in food tourism.

Research

conducted by Henderson (2014) suggests that food can give a deeper insight into a
place’s culture by representing endurance and familiarity. Food can be used as a
medium to provide a link to the past and generate feelings of nostalgia (Aldredge,
2008), and similarly, traditional food can offer comfort and stability to many seeking
security in a globalised world (Renko and Bucar, 2014). Mykletun and Gyimothy
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propose that local traditions are a means of communicating with a place’s history,
that (2010:434): ‘Local traditional products may be claimed to position the visitor to
get a glimpse into the culture and closer to the history and people of a place.’ Food
is part of the social and cultural history of a locality, signifying the area’s customs
and beliefs and can help in understanding local cultures, communities and social
structures (Lopez-Guzman and Sanchez-Canizares, 2012). Furthermore, recent Irish
research (Dunne and Wright, 2015) outlined the interest among consumers in the
background story of local food products. This section looks at the importance of the
story behind the food and how it can offer a deeper connection with a place’s
culture. The manner in which this story is communicated to the tourist will also be
examined.

During this study’s primary research, respondents were asked if they

believed that food tourism offered an opportunity to explain the story behind the
food and if so, the importance of being able to do so.

This line of questioning

resulted in various similarities across locations and occupations.

These findings

from the research are displayed below in the form of direct quotations. An analysis
of these findings is also presented.
From the findings, the importance of transparency regarding the source of food was
revealed. The following statement from a Dingle respondent is representative of this
view, which was paralleled across the locations:
You have to have traceability with food, meat, fish chicken.

It’s

just part of the story again isn 7 it? (Restaurateur d, Dingle).
This issue of openness and traceability emerged strongly from the respondents. The
findings suggest that there is a need to be unambiguous about the food that is
available. As stated you have to have traceability with food. This clarity was in
demand by both tourist and local, terms which were not distinguished between by
the respondents, who used ‘they’ or ‘people’ meaning both ‘tourist’ and ‘local’. The
respondents continually referred to being asked about the source of the food, how it
was made and who it was made by. This reflects the theory that people are more
conscious of the source of their food nowadays, including concerns over
sustainability and the environmental impact it has (see Hall et al., 2003; Olsen et al.,
2014). A notable similarity across the three locations was that food tourism allowed
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for clarity on the source of the food, that it is part of the story that is being told. The
following quotations are representative of this:
People always ask M’here it’s from and we can tell them, it’s from
our own farm mostly (Restaurateur a, Dingle).
People coming in now are asking questions about baking, people
want homemade.

People don’t want additives or preservatives

(Baker b, English Market).
We 're able to tell people where the ingredients are from, what our
products are made up of

1 think that’s a big part of success

nowadays (Farmers’ Market Member b, Kinsale)
Customers always want to know the story behind the food.
Customers always ask.

In here in the market, people can ask

directly about the source and they always seem to want to know
(Baker a, English Market).
The above responses highlight the importance of being able to reveal the source of
the food. As stated people always ask and they always seem to want to know. The
statements perhaps infer a sense of unease about the quality of food that is available.
The requests for information regarding additives and whether or not it is homemade
highlight this nervousness on behalf of the customer about the food that is offered.
In response to this concern, the quotations outline how people can ask directly about
the source. The findings indicate that the food tourism representatives are able to
fulfil the desire for more information about the food and provide reassurance about
its origin.

The following statements outline how the message or story is

communicated:
We have the names of our suppliers. Ifpeople want to they can see
exactly where it has come from (Restaurateur c, Dingle).
We have our own farm, our own abattoir.

We can tell people

exactly where it comes from. People like that (Butcher b, English
Market).
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The fish is from Dingle or Castletownbere sometimes. The meat is
from Tipperary. We have the address of the farm it comes from if
people want to know (Restaurateur b, Dingle).
1 use all natural ingredients as opposed to a lot of bakeries who
use additives and essences and things like that (Farmers’ Market
Member b, Kinsale).
The tourists and even the locals, they ’re always waiting to see the
fish or the meat or the salad and to hear where it came from. We
can show them and tell them (Restaurateur a, Dingle).
The above statements reveal the extent of the concern among both tourists and locals
that is shown over the source of food and its quality. The respondents reveal they
are able to provide in-depth knowledge about the origin of the food, how it was
made and who it was made by.

The above quotations encapsulate the

comprehensive level of detail that is available to the customer if requested. The
findings outline that being able to speak to a person who has this knowledge
provides reassurance to the customer. It was also indicated that it is sometimes
possible for the customer to see the background of the food themselves, whether this
is through deliveries of fresh food or information regarding the origin on display.
This type of physical evidence that can be seen by the customer appears to offer
comfort and allay many fears that may exist. The following statements reveal how it
is possible to do this:
It’s good that people can see for themselves that it comes in fresh
every day. Word of mouth is better than any advertising (Butcher
f, English Market).
We have the names of our fishermen on the board over there so
people can see where it’s coming from (Restaurateur f, Dingle).
The visual reassurance that is provided is outlined in the above statements. As well
as getting an insight into the culture of a place, being able to see the food or
information on its origin appears to ease concerns. It was further indicated that in
certain cases people are seeking out particular restaurants because of their reputation
of transparency that accompanies the food being used:
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They look for us here because they know what we’re about; using
Irish food and cooking in traditional ways (Restaurateur a, Dingle).
The above quotation indicates that people are deliberately searching for places that
are reputed for openness about the source of their food, which adds weight to the
argument that it is a growing concern for many. By being able to ask or see directly,
the message of transparency is easily communicated to the customer. Again, the
statement reveals the issue of being able to trust the food that is available.

It

suggests that people will go where they feel secure about the quality, as stated they
know what we ’re about.
This desire for transparency in the food chain and the wish for quality food are
evident from this study’s findings. Previous research (Morris and Buller, 2003)
speaks of food miles with the message being, essentially, the shorter the distance
travelled, the better the quality and sustainability of the food. The findings from this
study indicate a concurrence with this assertion. The ability for directness about the
source of the food and to have absolute confidence in its quality was revealed as a
result of short supply chains and long-standing relationships with suppliers. It is,
however, in contrast to research by O’Neill (2014) and Sims (2010) who advise that
just because food is ‘local’ it does not automatically mean it will taste better or is
made in a more environmentally or socially sustainable manner. The respondents in
this study, however, indicated that it is local food that is sought, a demand which
they can meet, and moreover, can communicate this message to the customer. The
findings also reveal the manner in which this message is conveyed to the customer.
The following statements are indicative of this:
We know our producers. During the summer the producers will
come in and meet the customer and they can ask the producer any
questions they want about the product. They can ask what goes
into it, how it’s made (Trader of Artisan Produce, English Market).
When you know your supplier, you can stand behind the product.
We can tell our customers about it, about where it came from
(Restaurateur b, Kinsale).
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There’s a real link back to a farm or family (Butcher a, English
Market).
Some of our suppliers we’ve dealt with for 40 years.

We know

what we’re getting and we can stand behind it (Restaurateur c,
Kinsale).
The above statements outline some of the knowledge that the food tourism
representatives have of their suppliers.

It is this knowledge which gives them

confidence in what they are getting, as maintained we can stand behind it. These
long-standing relationships with suppliers also gave the providers assurance in what
they are passing on to the customer. Olsen et al. (2014:104) refer to the importance
of reducing the ‘spacial and social distance between producers and consumers’.
This study’s findings relate to this intention of trying to decrease geographical or
social detachment from food. The above statements reveal the short supply chains
between the food tourism businesses and the source of the food, as stated there’s a
real link back to a farm or family and in-depth knowledge of suppliers and their
history.

The responses also highlight the close connections between the food

tourism representatives and their suppliers, which in turn shortens the distance
between the customer and the food source. This opportunity to get close to the
source of the food was perhaps best encapsulated by one farmers’ market member
who advised:
The farmers ’ market is a direct communication to them. I can tell
people where I get the produce from. I can tell people the story
behind each product (Farmers’ Market Member c, Kinsale).
Across the three locations the respondents outlined how food was connected to
them, the local area and in some cases the wider history of the nation. Food can be
used to celebrate, promote and explain an area’s cultural traditions (Everett and
Aitchison, 2008) and may also be symbolically and emotionally significant for
people (Di Monaco et al., 2005). One of the main similarities that arose from this
line of questioning was that food tourism can be used to explain the history of an
area and offers the opportunity for a connection with this history. This study’s
respondents revealed how the food traditions they are practising fit into the area’s
cultural and economic history. The opportunity to explain the traditions of an area,
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and how food tourism is allowing for these traditions to continue also emerged from
the findings. The following quotations are representative of this:
The Dexter is affiliated with this area. The link is there. People
can see that (Artisan Producer a, Dingle).
We walk around the town explaining the food traditions. We show
the local cheeses, the differences.

We finish the tour with a sit

down lunch and you get to meet the chef (Food Trail Guide a,
Kinsale).
It’s the story of the Peninsula we’re showcasing (Food Festival
Organiser a, Dingle).
As part of the tours we give a history of the town. We explain the
history of the fishing industry, the tourism industry, of the
restaurants (Food Trail Guide b, Kinsale).
The above quotations outline how food tourism offers a platform to explain an area’s
traditions, their origins and how they are being continued.

It is allowing for a

glimpse of a place’s history and customs. As affirmed in the above responses, the
food tourism representatives are telling the story of the food by outlining how the
traditions are affiliated with this area and how they can explain the history, allowing
for a connection to be built.
Additionally, the opportunity to tell an individual story was revealed. The
respondents illustrated that they were able to tell their own stories and explain their
own traditions. The findings reveal that telling this story can be captivating for the
tourist. This is reflective of the assertion by Renko and Bucar (2014) explored in
Chapter Two, that there can be a link between traditional food and positive past
experiences, that food can evoke happy memories of childhood.

The following

quotation outlines the continuation of a family tradition through the generations:
People love when I tell them about picking periwinkles out on the
coast with my nephews, then bringing them into the restaurant.
It’s a tradition we’ve always had. The story goes on (Restaurateur
e, Dingle).
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The above quotation outlines the maintenance of a family tradition through the
years, a tradition with food as its centre. There is a suggestion that the chance to tell
a personal story and to explain the work and meaning behind the food instils
confidence in the customer. The findings indicate that sharing this story offers an
opportunity for a deeper connection to a place by giving an insight into a family’s
history or local area. This is reflective of the theory that local food offers people the
chance to reconnect with agrarian roots and with cultural food traditions, as well as
evoking positive past experiences and reflects previous research (see; Aldredge,
2008; Autio et al., 2013; Renko and Bucar; 2014; Rusher, 2003). The findings
indicate that being able to communicate on a personal level with the farmers’ market
member or restaurateur, allows for a more in-depth connection with a place and a
chance to return to one’s own personal past experiences.

It appears from the

findings that the chance to converse with the respondents plays a key role, with the
respondents signalling the importance of the human interaction.
In a similar vein, it emerged from the findings that sometimes food tourism allowed
for a wider history of an area’s economic situation to be explained. It was outlined
in Chapter Two how in certain places, particular cuts of meat were associated with
the poor, while the better cuts went to the wealthy (see O’Drisceoil and O’Drisceoil,
2005), thus giving a greater insight into place’s economic circumstances.

This

study’s respondents told comparable stories that could be likened to this assertion.
The following statement is indicative of this:
Tourists are very interested in hearing about black pudding. The
best cuts were exported. We had to make do with the off cuts of
meat. It’s our story, our history (Food Trail Guide a, Kinsale).
The above quotation is representative of the opportunity that food tourism provides
for a deeper insight into a past social and economic environment. It illustrates the
type of food that was available to people of different means, and the imaginative
ways in which the non-choice foods were utilised in tough conditions.

The

respondent reveals that he can explain why black puddings were made together with
how they were made. This allows for not only a glimpse into economic conditions,
but also the way people dealt with the situation by calling on creativity and
innovation.
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Another similarity that emerged across the three locations was the opportunity that
food tourism presented for a connection to be made to the people of the community.
The respondents illustrated that the nature of their work brought them into direct
contact with people. This contact allowed the respondents to share their stories and
the history of the food. The findings reveal how the story of the food can give an
insight into people’s lives and living culture. The following responses are indicative
of this;
The chefs are available to talk to. Some of the fishermen are there
- those with mussels or oysters. Some of the producers of local
cheeses are there. If the producers aren’t there the restaurateurs
are. Any questions that they ask will be answered by somebody
(Food Fesival Organiser, Kinsale).
A girl who works here, her father has a fishing boat and we get all
our fish off him.

We can tell people that story and they love the

link (Restaurateur e, Dingle).
/ can tell people the story of my food that 1 have for sale and 1 can
explain where the ingredients are from. Like this local honey, my
neighbour does it, it’s absolutely fantastic (Farmers’ Market
Member, Dingle).
We ’re offering something very unique here. We ’re offering person
to person contact (Baker a, English Market).
The customer gets to speak to the person with the stalls
(Restaurateur, English Market).
We take people on walking tours. They can meet the restaurateurs;
hear what they have to say (Food Festival Organiser, Kinsale).
The above statements outline the opportunity to get to meet the producer directly or
else to make very close contact. Statements such as any questions that they ask will
be answered and we ’re offering person to person contact illustrate the manner in
which information can be obtained.

The English Market respondents make

reference to the unique shopping experience that is available by outlining how the
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person gets to speak to the supplier directly in some cases, or someone who knows
the supplier. The opportunity to get an insight into community life also emerged, as
one respondent outlined how she uses her neighbour’s honey in her baking. The
opportunity to meet the restaurateurs and to hear their story is also outlined, which
as well as providing information on where the food is from, allows for more of an
understanding of local life and how the business operates. The farmers’ market
member outlines how she is able to give a detailed account of the background of her
raw materials. By sharing the story of her relationship with her neighbour it also
gives an insight into an aspect of community life and how the suppliers and
businesses are connected.
In a similar vein, it is proposed that food tourism offers a chance to learn about local
skills and ways of life (Everett and Aitchison, 2008). The respondents in this study
outlined in detail how they were able to build a background story surrounding the
food, in a way ‘setting the scene’. This included the ability to link the food to the
surrounding landscape, local skills and traditions. The following statement describes
local expertise and talent and is representative of the level of detail that the
interviewees were able to provide about the food:
The Queen of England came here in 2011. The wild salmon season
had just opened and we were able to show her a wild salmon that
had been caught in the River Lee. Not only were we able to tell her
where it was caught but we were able to tell her the name of the
person who caught it, what time it was caught and what kind of
quality it w^as, as well as how to cook it. You know exactly where it
came from because it was tagged, it was registered and it was all
the things it was supposed to be. I think that’s important because
the lines are getting blurred, for example ‘Produce of Ireland’ and
‘Produced in Ireland’ (Fishmonger, English Market).
The above quotation is representative of the in-depth knowledge that the
respondents were able to deliver about the food. The statement outlines the
salmon’s journey from river to market by telling the story of who was involved
from start to finish, together with outlining why it is critical to be able to do
this. In Chapter Two, the role of the story in contributing to a ‘sense of place’
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was explored (Failte Ireland, 2015a). The above quotation furthers this notion
by outlining how providing a full background story to the food adds to this. It
is also reflective of the earlier assertion in this section concerning the
importance of traceability. The respondent refers to lines becoming ‘blurred’
regarding the source of food.

The findings imply that the respondent’s

occupation as a stall-holder acts as a stage to offer comprehensive information
about the food.
A further similarity that emerged across the three locations was that food tourism
offers the chance to participate in the story. It was outlined in Chapter Two that
.storytelling is an important part of Ireland’s cultural traditions (see, for example,
Almond and Dejordy, 2012) and the importance of the ‘folk’ in passing on the
folklore (see McCann et al., 2001).

Although storytelling appears to have

traditionally been the preserve of other social settings, this cultural tradition is being
carried on by the food tourism representatives, which appears to be a new avenue for
its transmission. The following quotations are reflective of this:
People want a story, say, Paddy Fenton’s Dexter Beef on the menu.
They love to hear the local story. He saw that Dexters were rare
and thought he’d love to bring them hack to where they came from.
Customers love that (Restaurateur e, Dingle).
We ’ll talk to people face-to-face, that’s not a service you get
everywhere doing your shopping (Restaurateur, English Market).
It’s been said to us by people who have bought our products that
they did it because of the story behind it, because of its uniqueness
(Farmers’ Market Member a, Kinsale).
People love the story, the story of Dingle. The fishermen bring the
boxes of fish up here and they can see that when they are having
their dinner. I think the story is a big part of restaurants these
days.

We’re trying to share the lore of food (Restaurateur f,

Dingle).
Ireland’s many food-related folklore and myths were explored in Chapter Two (see,
for example, Abbott, 1980; Linehan, 2006). The above quotations outline how the
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respondents are fulfilling the role of storyteller. The findings imply that stor3Atelling
appears to form an important part of the allure of the food tourism experience. As
one interviewee encapsulated they are sharing the lore of food.

The findings

indicate that it is in sharing this knowledge and tradition that people can form a
deeper connection with a place. This connection can be made, for example, by
understanding the link that the Dexter has to Dingle or the ability of the farmers’
market member to tell of the unique way of making his product. It also emerged
from the findings that the need for hospitable, well-informed people offering a
friendly service was regarded as a crucial part in delivering the story and
contributing to the overall experience:
There’s nothing worse than going in somewhere and the person
serving knows nothing about the area.

Especially, we ’re a

Gaeltacht area; it’s good to have the cupla focal for people
(Restaurateur e, Dingle).
ITe above quotation mentions that it is advantageous to have the cupla focal for
visitors. The findings also indicate that it is a person who enjoys conversing who
will be most successful in imparting knowledge as well as making the customer feel
welcome. This adds weight to the earlier assertion (see section 4.1) that hospitality
can be of equal importance to the food, that people want to be made welcome and
included in the local culture. It also augments research by Bord Bia (2014) which
outlines the important role the front line ambassador of the business can play.
In summary, this section illustrated the importance of telling the story behind the
food. It revealed that a chief apprehension for many was the issue of traceability.
This issue was recognised by the interviewees as an issue of concern among
customers. The ability to give an in-depth, transparent account of where the food
has come from assists in easing this concern and instilling confidence in the
customer. It further emerged that the story allowed for a deeper understanding of an
area and of family traditions.

In addition, the opportunity to determine where

traditions originated was found to help in explaining wider societal history, for
example, the gap between rich and poor and the food that was available to each
group. It also emerged that being able to provide a background story on the food
allowed people to get a closer connection to local people’s lives.
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Finally, the

findings illustrated that the food tourism representatives have taken on the role of
storyteller by explaining the background on local food traditions. The following
section examines the role of the local producer in sustaining these local food
traditions.

4.4 The Role of the Local Producer in Sustaining Cultural
Traditions
This section examines the role of the local food producer in sustaining cultural
traditions. Chapter Two explored the difficulties of local cultures trying to exist in
the face of globalisation (see Caftanzoglou and Kovani, 1997; George, 2010;
Palmer, 1999). Chapter Two also illustrated that native foods form an essential part
of a region’s cultural makeup (Kneafsey, 2001), as do landscapes (Prentice, 1993;
Tassell and Tassell, 1990) and people (McCann et al, 2001). It was also outlined
that food systems have undergone big changes as a result of globalisation, which has
in turn led to a dramatic change in the character and diversity of the countryside
(Sharpies, 2003). The threats to the survival of distinctive food cultures were further
noted (Pieniak et al., 2013). During this study’s primary research the interviewees
were asked if they believed local producers had a role to play in sustaining a
region’s cultural traditions. This line of questioning resulted in a broad range of
opinions across the locations highlighting differences as well as similarities. The
findings are presented below in the form of direct quotations, together with an
analysis of these findings.
Chapter Two also outlined how local food production has been heralded as a more
culturally and environmentally sustainable alternative to an increasingly globalised
food production system (Autio et al, 2013; Morris and Buller, 2003).

This

sustainable alternative, however, is on the small, local scale, as illustrated in the
findings of this research. The following statement serves as an initial reminder that
this study’s interviewees are operating small, food tourism-related businesses:
The local food tends to he on the smaller, family run scale.
On the large scale, globalisation has taken over completely
(Restaurateur b, Dingle).
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The above respondent outlines how on the larger scale globalisation has wholly
taken over the food market, akin to the findings explored in Chapter Two (see
Pieniak et al., 2013; Sharpies, 2003). When the term ‘local food’ is being utilised it
is within the small, generally family-run environment. When the popularity of local
food that emerges from this study is discussed it is to be taken within this small,
local context.
Across the three locations, the respondents attributed their success to the availability
of local producers and the supply of high quality produce. Being able to access local
food, made possible by the presence of the local producers, allows the respondents
to carry on their traditions. The need for continuous support of these local producers
was highlighted by the respondents in each of the locations.

The following

responses are indicative of why such support of local producers is necessary:
People are looking for more local foods, more Cork foods. Lots of
places are doing the five mile radius. Before people would take it
for granted its local, now they ’re asking. There’s a huge source of
pride in the market about being able to tell the customer exactly
where it came from. People can expect good quality local food
when they come in here (Baker b, English Market).
The local produce is in big demand all the time. The more local
the better (Trader of Artisan Produce, English Market).
Everyone wants local food these days. We use over 90% of local
food in our restaurant anyway. A lot of it comes from our own
farm but even if it didn ’t you’d have to be local these days because
that’s what people want (Restaurateur a, Dingle).
The above quotations highlight the demand for local produce, a demand which
without the local producers would not be met.

The respondents refer to such

campaigns as promises to source produce within five miles. The findings indicate
that the local suppliers are at the source of the traditions, which without them would
be difficult to sustain. The findings also infer that without the local suppliers, the
products that the respondents would be able to offer would be less authentic.
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Likewise, it was illustrated that those in the food tourism businesses needed to have
local food to survive, as represented in the following statements:
There is a demand for local food, more and more I’d say. That’s
the way things are going. I think it’s going to be very important
for any food retailer, supermarkets, farmers ’ market, and
restaurants to support local producers. 1 think it’s necessary to
support local artisan producers (Baker a, English Market).
Before it was all about produce from exotic, far-flung places. Now
it’s the complete opposite. If you’re not using local then you’re
gone off the scene completely (Restaurateur b, Dingle).
The above responses capture the reliance that the food tourism representatives have
on the local food producers. The findings suggest that the previous trend of sourcing
as much ‘trendy’ produce as possible from distant places to out-compete other
businesses is now replaced with the opposite phenomenon of sourcing food as near
to home as possible. The above statements encapsulate that the trend at present is to
obtain food locally, that local food is currently in fashion and it is a movement that
is likely to continue. The findings reveal that if the respondents were not using local
suppliers then their businesses would suffer as they would not be meeting demand.
The findings further reveal that it is the desire for local food which is the essence of
this movement. It appears from the statements that the local food producers are the
basis of making this trend sustainable. In a similar vein, an interesting perspective
was given on this demand for local produce which outlined that sometimes the
demand for ‘local’ can go too far:
Local in Ireland is really local.

I mean if it’s 15 miles you’re

thinking ‘that’s not local at all’. In most countries if it was on the
same island it would be considered local. We might have to watch
that a bit. Like if the fish comes from Castletownbere it’s OK. If
the meat’s from Tipperary, that’s fine too (Restaurateur b, Dingle).
While this view was not widely expressed among the respondents, that is, that
sometimes the demand can be for ‘too local’ it does offer an insight into the level of
traceability available and how close it is possible to get to the source of food in
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Ireland.

The above statement outlines the differences in expectations that other

countries have when considering food as sufficiently local and encapsulates the high
level of expectancy regarding how local the produce will be in Ireland.

The

respondent suggests that a sense of practicality needs to be applied to the term
Tocaf when food is being pertained to. It is suggested that food from a nearby
county or town which is equal in quality to that of food sourced in closer proximity
needs to be given due regard and not dismissed. The response implies that these
‘less local’ producers need to be supported as well. The following quotation also
hints at this phenomenon:
Even produce from Cork M>oidd outsell something from Galway.
It’s that local (Trader of Artisan Produce, English Market).
The above quotation highlights not only the demand for local products, but the
essential role the local producers play in achieving this. The above statement also
indicates the importance of having local producers as near as possible so produce is
readily available and is truly representative of the area. The respondents also outline
how that theirs is a reciprocal relationship with their suppliers.

The following

statements encapsulate the nature of their associations:
If you have a good relationship with your suppliers it all comes
back to you really.

You’re giving them an income and they’re

giving you quality (Restaurateur e, Dingle).
If you take care of your local suppliers then they’ll take care of
you. Whatever local food we use we ’ll put it on our menu. It ’ll be
meat from Killarney or Annascaul or our bread made with
Ballyferriter stout (Restaurateur f, Dingle)
The above quotations outline the importance of a good relationship between the
respondents and their suppliers. The responses highlight the reciprocity between the
interviewees and the local suppliers. The respondents indicate that in exchange for
the food tourism representatives utilising local suppliers, they can be assured of
good quality produce. The above responses highlight the role of the local producer
in supplying high quality produce in exchange for being supported. A previous
section (4.2) outlined how the food tourism representatives were using the same
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family suppliers through the years.
continuation of tradition.

The above quotations also hint at this

It appears from the findings that through building up

relationships with the local food producers and maintaining the same supply chain,
the authenticity of the product is maintained.

Furthermore, the local producers

appear to be supportive of each other. The following responses are representative of
this:
We’d help each other out. Say a guesthouse would recommend me
if they wanted some baking for a picnic. If they came to me I’d say
go to so and so for jam and so and so for a quiche. We try to share
it around (Fanners’ Market Member b, Kinsale).
The artisan producer is becoming huge. They’re only becoming
huge because they are being supported by us (Restaurateur c,
Kinsale).
The farmers’ market respondent, who could be categorised as a primary producer as
well as a buyer of other local produce, makes reference to ‘helping each other out’
by offering recommendations to customers. Because of these endorsements, the
respondents are fostering the growth of local produce and contributing to the
survival of fellow local producers and food tourism businesses. The responses also
indicate that this reciprocity is vital to ensuring the continued existence of local
producers which are needed for those involved in food tourism to avail of.
Furthermore, throughout the findings, the respondents continually referred to the
importance of ‘quality’ produce, of which they could be certain when there are local
producers to supply them. The findings indicate that this quality local produce that
the interviewees have access to is the cornerstone of the success of their business.
The following statements reveal this:
I think there’s a sense ofpride about the quality of the local food.
Food that has been stored and vacuum packed for a couple of
thousand miles is not going to taste great. If it’s locally sourced,
you ’ll know what they ’ll be eating and you know the background
and the whole lot, so you ’ll know the quality offood is very high
(Restaurateur a, Dingle).
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There’s a huge sense of pride in here among the producers

(Butcher e, English Market).
I’m delighted to support local trade.

I know where it’s coming

from, that’s so important. You have to have traceability with food.
It makes life easier when you know the food’s story. It’s generally
more accessible these days anyway, easier to get local things

(Restaurateur d, Dingle).
The above quotations, together 'with highlighting the importance of the quality of
food that is available, make reference to producers having pride in what they are
creating.

This pride stems from the long legacy of tradition in what they are

producing. It also resonates with a previous section’s (4.2) findings in that the
handing down of a tradition also means handing down values and building up
expertise. Another previous section (4.3) referred to the issue of traceability and
food. The above statements build on this and links traceability to high quality, made
possible by the local producer. The following quotation furthers the issue of
traceability and transparency in the food chain:
In here, it's a lot easier to find out the source of the product. I had
a very interesting conversation whth somebody who works in a
processing plant recently. I asked him if it was all Irish produce
that they were getting in. No. You’d tend to be a bit cynical. Like
the horsemeat scandal. It’s getting very hard to prove the origin of
the product. I think the lines are getting blurred. In here, you’ll
probably be able to tell them the name of the person who caught
the fish (Fishmonger, English Market).

The above quotation refers to the lines in the supply chain becoming distorted, with
a palpable sense of scepticism regarding what is sometimes labelled as ‘local’. The
respondent speaks of knowing the background of the food. The findings indicate
that the local producers play a vital role in establishing a link between the origin of
the food and what is available for sale.

It appears from the findings that local

suppliers eliminate much of the risk associated with purchasing food because of its
level of traceability.
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It was also highlighted, however, that the local producer is not always supported.
Various viewpoints were offered in relation to this. The main reason among the
English Market respondents was that lack of access to the premises due to parking
issues was contributing to this deficiency in support. The findings indicate that as a
consequence of the inability to access the English Market, the stall-holders, and
therefore the local producers were not always supported. The following statements
are representative of this:
Parking- it’s like a broken record. We say it over and over again
and nothing’s being done about it. Our customers are saying it to
us all the time that they just don’t come in because it’s loo
expensive to park (Baker a, English Market).
I’d say that this market could thrive hut for the parking. It’s the
biggest drawback for the local community. Even when our
suppliers come in to drop off the goods they haven ’t really any
proper place to park the delivery van.

They’re running out to

check if they have a parking ticket (Trader of Artisan Produce,

English Market).
The above responses are representative of the opinions expressed as to why the
English Market is losing customers. The English Market respondents highlighted the
expense and lack of sufficient spaces associated with parking as being at the root of
the problem for both customers and suppliers. It was highlighted that this lack of
access to the city centre, which has a knock-on effect on the English Market, was
benefiting other retailers, as outlined in the following statements:
The biggest obstacle would be parking for the city centre and for
the market.

It’s slowing down trade.

It’s too expensive or you

can 7 find parking so you ’ll go to Mahon Point M’here you can park
easily (Butcher b, English Market).
Lidl and Aldi have free parking and we can 7 compete with that

(Baker a, English Market).
People shop in the suburbs and don’t come into the city centre

(Butcher d, English Market).
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There’s nothing we can do about the big multiples and their
facilities (Restaurateur, English Market).
The above statements highlight the advantages that suburban locations have over the
city centre location of the English Market, as they have accessible, free parking
facilities. The respondents expressed their frustration at this situation outlining how
they carmot compete with the convenience offered by suburban outlets.

The

findings suggest that the large, multinational stores are monopolising the food
market to the detriment of local food producers. This resonates with the statement at
the beginning of this section that on the larger scale globalisation has taken over
completely. It is implied that if customers are being drawn away from places like the
English Market, which has supporting local small and family businesses as its ethos,
then these local producers will find it more difficult to survive. This also concurs
with research by Everett and Aitchison (2008) which highlighted how large food
retailers were perceived to have a negative effect on local and family-run businesses
and as well as on efforts in sustaining a unique food identity. In addition, the point
was raised that more local people, rather than tourists were needed to support the
English Market:
We need locals to come in here to do their weekly shop. The tour
buses aren’t much good to us because the tourists go through in
about 15 minutes, in one door and out the other. The tourist will
appreciate that it’s a lovely market and that’s nice but they ’re not
spending much (Butcher b, English Market).
The above statement highlights that although the tourists are welcome in the English
Market, they do not spend a great deal of money in there, apparently either due to
the nature of what is for sale, or they do not have the time. The respondent outlines
that despite its popularity as a tourist destination, it is local people that are the ‘life
blood’ of the English Market. A further issue that was raised is that the English
Market was for a long time seen as somewhere unfashionable to shop:
There was a time people snuck in the side gates, they didn’t want to
be seen coming in here. Then different people spoke out for it, like
Darina Allen said she never shops anywhere else. That was a huge
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plus for us.

That the Queen of England would come here was

beyond belieffor the older generation (Butcher a, English Market).
Although the sentiment expressed in the above statement is based on the past rather
than the present, it does raise an interesting point about attitudes to the English
Market historically. The findings suggest that the English Market and local food in
general, is currently trendy and also highlights the contrast to past perceptions. It
further coiTelates with the findings mentioned earlier in this section regarding the
demand for local food. This suggests that food is a fashion accessory and can come
and go like other trends (see Gyimothy and Mykletun, 2009; Palmer et al, 2010;
Wright et al, 2001). Furthermore, it is reminiscent of the importance of marketing
food destinations (Henderson, 2009; Hjalager and Richards, 2002). The findings
indicate that publicising the English Market and its local producers was vital to the
mind-set adjustment towards the English Market and to ensure its status as a place
which supports local producers and where local food can be obtained.
As noted in Section 4.1, there was a hint of discord between the farmers’ market and
other businesses in the town. Among the reasons given were that the market can
sometimes resemble an outdoor food court, rather than a place where producers
bring extra produce to sell. Because of this, some restauranteurs were not keen to
support the market. It was also outlined that the issue of commercial property rates
was contentious, as the farmers’ market did not have to pay them but other
businesses did, adding to the resentment towards the farmers’ market. In a similar
vein, it emerged from the findings that it was not just the businesses that were not
always supportive of the farmers’ market, but also local people. The following
quotations outline this situation:
When the recession hit, my cakes were the first things that were cut
back on. If you have to cut back your food bill, cakes will be the
first thing to go (Farmers’ Market Member, Dingle).
The market is always much bigger in the summer. All the tourists
are around (Farmers’ Market Member c, Kinsale).
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Some farmers’ markets tend to be quite expensive, charging a
premium on their products and 1 think that puts people off. We try
to get people to shop locally in here. We need more local people to
come in here (Butcher b, English Market).
There were more customers before the recession. This is the first
year there seems to be a slight increase after dropping offfor five
years. So it seems to be in line with the general recession. A lot of
the customers have houses in France and go away for the winter
(Farmers’ Market Member e, Kinsale).
In Chapter Two, it was illustrated that there is a perception that certain high-end
foods or particular places providing food are elitist and not realistically attainable by
the general population (see Jones et al, 2003; Walsh, 2008). Correspondingly, the
above quotations outline that farmers’ markets can be perceived as an expensive
place at which to shop and because of this are not universally accessible. It can be
insinuated that the farmers’ market, therefore, is for those with a lot of discretionary
income. This indicates that the local food producers may not be supported due to
this perception. It was noted by a respondent from the English Market that in many
cases farmers’ markets have a tendency to be very costly. While this point was not
made by the farmers’ market respondents, it does correlate with the view that people
currently do not have the means for lavish grocery shopping. This further appears to
back up the theory that food tourism and the buying of local food tends to be only
realistically within the reach of an exclusive group.

It is further outlined how

spending at the market has been in line with the recession. This study’s findings
also bring to mind the term ‘ethical eating’, that is, an awareness of the origin of
food, typically practised by an elite consumer (Autio et al, 2013). In accordance
with this section’s findings, a previous section (4.1) noted that in Kinsale the
customers of the famers’ market have both the time and the income to spend.
Furthermore, in the above quotations it is noted that many of the markets’ customers
are abroad in the winter. This suggests that the local producers do not have a strong,
permanent home-grown base of support. If, as the findings imply, holidaymakers
form a big part of the farmers’ markets’ customer base, then the support is not
coming from local people, which, as remarked previously by an English Market
respondent, is necessary for survival. Expanding on this, the point was made that
189

the farmers’ market was selling a lot of luxury food items, rather than basic
groceries which are necessary for day-to-day living, with the farmers’ market
member highlighting how her confectionary products were one of the first things to
be cut back on when money became scarcer.

The following statement also

illustrates this:
In the market, 1 think we need to sell more savoury things.

We

need to sell meats. You can buy cakes and chorizo and cheese and
olives. You could go down there and spend a lot of money and still
you wouldn’t have done your weekly shop.

People don’t have

money for those extras any more. In recent years there hasn Y been
as much money around so it hasn Y been supported well financially
(Farmers’ Market Member, Dingle).
It appears from the findings that if there is a limited amount of money available, it is
not at the farmers’ market it will be expended. The above response infers that some
local producers may be producing too much of the wrong type of product and which,
therefore, will not be purchased by a wider population, again impairing their
progress and business sustainability. An explanation on the high prices at farmers’
markets was offered by a Kinsale respondent:
People see the difference in price but you try to explain to them
that these are made with fresh ingredients. When people taste it
they understand. I charge €1.50 for a mince pie but there’s fresh
mincemeat, cranberries, marzipan, and its time consuming as well
(Farmers’ Market Member b, Kinsale).
The above quotation offers an explanation to why products at a farmers’ market tend
to be expensive. It explains that it costs more to produce something of high quality.
This point was recognised throughout the three locations. It was maintained that is
difficult to strike a balance between price and quality but if possible the pendulum
will swing towards the local producer. The following statements are representative
of this:
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The balance would be in favour of local produce. You have a nice
mix. As a market we would try and push local produce
(Fishmonger, English Market).
There must be a balance between quality and price.

I suppose

that’s why the successful restaurants stay successful because they
try not to lose that quality. We ve got a good relationship with our
suppliers and you ’re not just buying cost cheap. It’s a struggle to
keep you ’re prices competitive though when the cost of overheads
is going up (Restaurateur a, Kinsale).
Ifyou use local producers then the air miles are cut. If the price is
a bit higher it’ll probably all come back to you in the end. People
appreciate quality and when you ’re talking about food, you can’t
cut corners (Artisan Producer b, Dingle).
The respondents outline that they prefer to favour the local producer, even if it
costs extra.

This suggests that although the food tourism representatives are

willing to support the local producers and sustain quality, it is because sustaining
this high quality produce has been a key part of staying in business through the
years. The statements indicate that the respondents are not willing to risk their
reputation by using lesser quality produce. The findings suggest that because of
this choice, they may be losing customers as this means higher costs are
involved, which the consumer is not always willing to pay.

The statements

further reveal a strong dependence on the presence of the local supplier and a
willingness and necessity on behalf of the food tourism representatives to
support them.

The following quotation is representative of the depth of

commitment to using local produce among some of the respondents:
Sometimes when you do use local produce you do sacrifice price.
The small local producers can’t afford to be as price competitive.
Ifyou have a choice of t\\>o cheeses, one French, one Irish, and the
French is €0.50 cheaper, you’ll pick the Irish cheese (Restaurateur
c, Kinsale).
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The above quotation, together with highlighting the loyalty the respondents have to
local suppliers, additionally emphasises the cost of using high quality local produce.
There is recognition, however, that this cost will have to be passed on to the
customers. The following quotation outlines this situation:
The customer is always expecting more for less now. They want
value for money. But there has to he a balance between quality
and price. It’s the one thing we alw’ays get critiqued about. They
want a magnificent meal and they want it cheap. We try, but you
have to pay for quality ingredients (Restaurateur a, Kinsale).
It is maintained that the customer is often looking for food that is both inexpensive
and of high quality and the respondent notes getting critiqued about the cost.
Primarily, the respondents were of the opinion that one has to pay for quality
produce, while at the same time acknowledging that this would have to be reflected
in the cost to the customer. It was conceded, however, that in certain cases if one
wants to stay in business then sometimes it is not always possible to use only local
food:
When I started the bakery I was very determined to source locally
and to have a lot of organic ingredients.

But you have to be

realistic. There are a certain number of things that you can’t get
locally (Baker a, English Market).
Some things you just can’t get locally. You have to keep in mind
what people are willing to pay as well (Farmers’ Market Member,
Dingle).
You can’t have it all local because it’s just not sustainable
(Fishmonger, English Market).
We try to use local suppliers as much as possible. But are there
enough local suppliers there? (Restaurateur c, Dingle).
The above quotations represent a sense of realism regarding the practicalities of
staying in business and the need to consider costs versus the desire to just use local
food.

This represents a contrast to the findings mentioned above regarding
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sacrificing price for quality. The findings indicate that it is only possible to be ‘local’
to a certain degree, after which the realities of running a business come in to play. It
is also suggested that despite a willingness to support local producers, there may not
be enough local producers to fully support a business committing to a ‘local’ ethos.
The findings raise the question that if there are insufficient local producers to supply
a food tourism business, then to what degree can that business be called ‘local’?
Additionally, there was a consensus among the respondents that price will always be
the deciding factor for many people:
People come in here and learn what’s fresh and what is good.
People go into a supermarket and see meat at a 20% discount and
will see the price rather than the quality.

It might not even be

edible (Butcher b, English Market).
/ think people are becoming more interested in local stuff
nowadays.

Of course, some people will always be led by price

though (Butcher d, English Market).
The above quotations highlight that not everyone will be in favour of choosing local
produce and will be led by price regardless of quality. It also indicates a correlation
with the notion mentioned earlier in this section that on a wider scale the
globalisation of food has taken over. Although the respondents did not make a
distinction between those who would not choose local by choice and those who
could not afford it, it could be eonsidered reflective of the earlier findings which
indicate that high quality local produce is not wholly accessible.

The findings

indicate that this choice will have a direct impact on the survival of the local
producer.
In a similar vein, one of the main themes that emerged from the findings was the
fear that there will not be enough local producers in the future. This, however, does
represent a divergence with the notion that the artisan producer is becoming huge as
stated earlier. Interestingly, this view regarding a possible lack of producers was
expressed particularly strongly by the Kinsale respondents. The following statement
is representative of this concern:
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Within the fishing industry it tends to be a couple of families. I
don’t see any new blood going in to it. People just aren’t going in
to the industry any more. It’s only a couple offamilies left. My
worry is when they’re gone, what’s going to happen then? There
are a lot of my family involved in the fishing industry. The quotas
and regulations are unbelievable. We support the local fishermen
as much as possible but it’s a hard life for them. It’s hard to make
a living as a fisherman (Restaurateur c, Kinsale).
The above statement outlines anxieties about sufficient numbers of local producers
in the future. Primarily, this lack of adequate numbers of suppliers was regarding
the fishing industry. The respondent outlines the hardship faced by the producers. It
was highlighted that the fishing industry has a tendency to be in the hands of a few
families, as stated, there is not any new blood going into the industry.

It was

maintained that it is tough industry in which to get established and that the prospects
for being able to access enough local fish in the future are bleak. The response
indicates that despite support from the food tourism representatives the local
producer faces many challenges.

It appears from the findings that if the local

producers, which are the basis for the local food traditions, are not there in sufficient
numbers in the future, then the food tourism representatives will find it more
difficult to maintain an authentic offering. Another key factor that appeared to be at
the source of this was that overheads were increasing but the fishermen were not
raising their prices. The following responses are representative of this situation:
Everyone was affected by the recession.
increased their prices.
their prices low.

The fishermen haven’t

To keep competitive they’ve had to keep

Overheads are going up (Restaurateur c,

Kinsale).
There’s a lot of regulation in the fishing industry I think. Also, the
returns, the producer and the fisherman aren’t getting enough.
He’s being squeezed tighter by everyone.

Market dictates and

they ’re at the bottom of the ladder. I think they should be looked
after more, they should be nurtured more. They ’re not being taken
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care of and that’s why people aren’t going in to the industry
(Restaurateur a, Kinsale).
We should be able to land more fish in Dingle but because of the
EU regulations we can’t (Restaurateur a, Dingle).
The above quotations highlight more of the difficulties faced by the fishing industry.
The findings indicate that it is because of tighter margins that there is a worry about
the future of the industry. According to the above responses the chief reason for the
difficulties is regulations in the fishing industry, mentioned by the both Kinsale and
Dingle respondents. This infers that it is bureaucracy and external governance that
is playing a major role in its demise. The findings indicate that this lack of support
from authorities is a cause of concern over the continued existence of the small
producer, and thus impacting on the ability of those in food tourism to access local
food. Furthermore in the future, as the findings appear to imply, the small producer
landing fish locally in places like Dingle and Kinsale will be a lost tradition. In
another vein, the following quotation departs from worries over the fishing industry
and highlights concerns over insufficient numbers of vegetable growers:
We get as much as humanely possible locally. There are difficult
times of the year when our garden isn’t going too well But we ’re
still bringing in a decent amount. For a green islandfull ofperfect
soil we don’t grow a lot of vegetables. At times you ’ll find yourself
buying in things ifyou ’re stuck (Restaurateur b, Dingle).
The above respondent outlines that at times he is not always able to buy local
produce and so it must be sourced elsewhere. The respondent notes that despite
Ireland’s enviable climate and growing conditions, it is not always possible to source
everything locally. A possible reason for the lack of vegetable growers was offered
by an English Market respondent:
Suburbanisation and central distribution pushed a lot of the
vegetable growers out of the market.

Before you could just go

down to the supermarket and drop off your produce at the door.
Now it’s all big depots in a big way (Butcher b, English Market).
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In Chapter Two it was outlined how food is naturally linked to its surrounding
landscape, but this connection is being eroded by changes in food production and
urbanisation (see Kuznesof et al, 1997). The above quotation adds to this and
highlights the impact of a modernising economy on small-scale producers. It also
builds on the theory that the loss of local culture and traditions is often the price that
is paid for economic survival for many areas (Brennan et al, 2009; Day, 1998). The
findings infer that it is on a mass scale that vegetables must be produced and often
the smaller supplier cannot compete.

The findings additionally concur with the

plight of the fishing industry and its consequences, that is, if there are insufficient
numbers of local vegetable producers to avail of in the future, then there is a threat
posed to the authenticity and sustainability of local food traditions.
In summary, this section explored the role of the local producer in sustaining a
region’s cultural traditions.

The consensus was that the local producer plays a

crucial role in allowing these traditions to continue. The respondents across the
three locations attributed their success to the availability of the high quality local
produce on offer. The findings revealed the need for quality produce in order for the
food tourism representatives to make and sustain their products as authentically as
possible. The reciprocal relationship that the local producers have with the food
tourism representatives was also evident. The various difficulties faced by the local
producers and the interviewees also emerged during this section. It is also evident
that despite the businesses constituting the food ‘tourism’ industry, it is in many
situations the support of the local market that is crucial to their survival.

The

findings highlight that although it appears difficult for local producers to make a
living, those that are able to survive are playing a key role in sustaining cultural
traditions. The following section explores the role of food tourism in creating and
sustaining jobs based on a region’s cultural food traditions.

4.5 The Role of Food Tourism in Creating and Sustaining
Employment
It was outlined in Chapter Two that if any economic endeavour is to succeed it must
incorporate local culture and have the support of the local community (Day, 1998;
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Olango et al., 2014). Chapter Two also illustrated that, regardless of its social and
environmental credentials, for any business venture to be successful financial
viability must be maintained (Lonyszyn, and Terefenko, 2014). Building on this, it
was illustrated that food tourism may contribute to a region’s overall sustainable
development, including economic advancement, as well as social and environmental
issues (see Henderson, 2009).

It was also revealed how food is considered an

economic opportunity to sustain and rejuvenate peripheral areas. Furthermore, it
was illustrated that food tourism can help boost economic activity in traditional
agricultural areas, can work in favour of small scale businesses and communities
(Bjork and Kauppinen-Raisanen, 2014; Henderson, 2009; O’Neill, 2014) and can
give a region’s traditional waning industries a boost (see Everett and Aitchison,
2008).

In Ireland’s case, Mulcahy (2012) suggests that food represents a realistic,

viable and sustainable method of developing local and regional areas. This section
explores the role of food tourism in creating and sustaining jobs, and thus,
contributing to the maintenance and revival of cultural traditions and the
sustainability of local communities. The findings from this line of inquiry and their
analysis are presented below.
Herrera et al. (2012) suggest that food tourism is in a growth phase around the
world. The following quotations imply a concurrence with this assertion and give an
indication of the growth of food tourism in two of the locations;
Food tourism has really taken off in Dingle - B&Bs, restaurants,
pubs and artisan producers. The food festival is fantastic. It’s a
real boost to the local economy at the end of the season. It brings
in a lot of visitors.

We get a lot of publicity (Restaurateur d,

Dingle).
Food tourism is huge and you can never have enough.

The

opportunities are there. Trying to build on that is what we ’re trying
to do here (Food Festival Organiser b, Kinsale).
We ’re hoping to employ someone full time. My business partner
and I both have other full time jobs so we can’t give this our full
commitment. We might even be able to employ two people (Artisan
Producer a, Dingle).
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The food festival is 38 years this year, going into its 39^^ year.
There’s a lot of support from the town for it. Food tourism is huge
in Kinsale. You could never have enough and the opportunities are
there. I believe it has a strong future in Kinsale (Food Festival
Organiser, Kinsale).
Food tourism is booming in Dingle. Especially in the last three
years, it’s grown year on year.

We’ve never been busier

(Restaurateur e, Dingle).
As revealed in the above quotations, food tourism is a thriving industry in Dingle
and Kinsale. Particularly, the above statements reveal the depth of expansion of the
industry in Dingle in recent years. Likewise, Kinsale, although a more established
food tourism destination is also experiencing growth, as can be seen with the
respondents detailing the support they receive. This indicates that businesses apart
from those in the food tourism industry are in favour of the food festival and food
tourism-related endeavours as it results in a complimentary circle for all in the town.
The Kinsale respondents make reference to building on what they have and exude
confidence for the prospective development of the industry, and indicate optimism
for further growth and employment in the sector. This finding illustrates that in
Dingle and Kinsale, there are further opportunities for the development of local jobs
and, therefore, the sustainability of local food traditions.

This confidence and

expectation of growth in the sector does, however, contradict concerns expressed in
section 4.4 about the possible shortage of local food producers in the future to
supply a food tourism industry. Statements from the English Market respondents
regarding expansion and growth are notably absent. The following statement offers
an insight into why this might be the case:
After the Queen’s visit there was a bit of a surge. But that’s a few
years ago now and it’s levelled off again. It’s kind offlogging a
dead horse to keep using that as promotion. 1 say to my friends:
When were you last in here? Or your parents? Or grandparents?
And they can’t remember. That’s three generations not shopping
here. We need more locals in here (Butcher b, English Market).
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In contrast to Dingle and Kinsale, the English Market respondents indicated no such
growth in business. One of the respondents outlines the increase in attention the
English Market received following a once-off high profile visit, although it is not
specifically stated whether this increase came from tourists or locals. The findings
indicate that a new marketing initiative is necessary to encourage more visitors, in
particular local people, to ensure continued viability. It was also noted in section 4.2
that generations of families were patronising the English Market. The findings from
this section reinforce the need for this to continue as it is keeping up demand for
traditional products.

It is indicated previously that although a popular tourist

destination, the tourist is more likely to just browse through the English Market and
not purchase, thus not making any significant direct financial contribution to its
economic sustainability.

It was, however, also indicated that whilst not

experiencing growth, confidence for the future of the English Market was high:
/ can ’1 see anything holding it hack going into the future (Butcher
c, English Market).
I believe that spirit will see us into the future (Baker a, English
Market).
As evidenced in the above statements, despite not experiencing the same boom as
the other locations, the English Market respondents maintain a positive outlook for
the future.

When questioned as to why they believed food tourism was so

successful, the respondents indicate that the enduring spirit and hard work of
previous generations that has given them the chance to earn a living presently and
have confidence for the future. Further to this issue of longevity, the respondents
indicated that it was because they were utilising resources that were obtainable
locally, and so it was more sustainable.

The combination of traditional family

businesses, local resources and entrepreneurial spirit reveals the basis for the
economic success and sustainability of employment and traditions in the English
Market.

Chapter Two also highlighted the importance of economic development

that takes an inclusive and holistic approach which is not damaging to the physical
environment or does not lead to the detriment or demise of traditional culture and
values (Briassoulis, 2002; Choi and Sirakaya, 2006).

Likewise, research by

Montanari and Staniscia (2009) refers to marginal areas’ bids to create economic
199

opportunities by using their natural resources to re-establish their viability.

The

findings from this study indicate a similar occurrence, with the following statements
outlining this perspective:
Food tourism should be about harnessing what’s already there
(Food Festival Organiser b, Dingle).
The market sources locally so all the money is going back into the
local economy (Butcher d, English Market).
We ’re using our own traditions (Restaurateur d, Dingle).
Our food is locally produced; it’s good quality and it’s not
travelling far. We ’re surrounded by green fields and sea. Trying
to harness that to support job creation is very important. Keep it
as local as possible and it’s more sustainable all around (Food
Festival Organiser, Kinsale).
In the old days people were using seaweed as fertiliser or even just
eating it. Now it's one of the biggest food trends. It’s a tradition
that’s moved with the times (Restaurateur b, Dingle).
It’s so important that people support the market because it’s all
money going back into the local economy (Baker a, English
Market).
Because it’s a fishing village everyone has fish on their menu
(Restaurateur c, Dingle).
The above responses outline that considering the resources which are already
available locally is a vital factor in the development of food tourism. The findings
also indicate an awareness of the necessity of utilising existing resources and local
suppliers, as in the long term, it will provide a more sustainable means of economic
development. The findings further illustrate that the respondents are converting local
traditions and knowledge into economic opportunities. It was previously outlined in
section 4.2 that cultures and traditions evolve naturally. This notion is furthered in
the above reference to using seaweed as a product, where a local natural resource,
previously used out of necessity for food or fertiliser, was now being harnessed to
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create a food tourism product. This is also reflective of George’s (2010) theory on
the importance of employing an area’s traditional knowledge, which includes know
how, expertise and habits that are embedded in a way of life. The current findings
indicate that the respondents are utilising this traditional knowledge to convert old
traditions into business ventures, which illustrates that together creating economic
opportunities, is also a manner of protecting traditions. The above statements also
highlight that food tourism is a means of keeping money in the locality.

This

indicates a concurrence with the assertion by Mulcahy (2012:2) that food can
represent a ‘realistic, viable and sustainable’ means for local and regional
development.

As mentioned above, another factor which appears to have a

considerable impact on the success of the food tourism businesses was that in many
cases it was the same families that were running the businesses through the years.
The following statements outline how food tourism has kept generations of families
in employment:
7 think a big part of the Market’s success is that its family run
mostly and / think that’s sustaining it (Trader of Artisan Produce,
English Market).
My mother started this business 60 years ago. It’s kept my family
in a job for that long (Butcher f, English Market).
We ’re the second generation here (Restaurateur c, Kinsale).
Some of the businesses here go back generations of the same
family. It has employed whole families for years and they’re still
here (Baker b, English Market).
My family have worked here since 1898. It has kept generations of
my family going (Butcher b, English Market).
My father started this in the 1960s. He’s passing it on to us now
(Restaurateur b, Kinsale).
It’s about the small, family-run, local business; some going back
generations, and that plays a big part in its sustainability (Baker a,
English Market).
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Section 4.2 outlined how the passing on of skills and values helped to sustain
traditions. The above statements add to this and outline how food tourism has kept
generations of families in employment. Interestingly, it was the English Market
respondents who referred to this phenomenon of generational employment, followed
to a lesser degree by the Kinsale respondents. The findings imply that food tourism
has historically and is presently sustaining employment in the English Market and
Kinsale.

Responses from the Dingle interviewees are absent from the above

statements. This further correlates with findings from section 4.2 in that the English
Market and Kinsale are places that are long established in food tourism, whereas
Dingle, although traditionally involved in agriculture and food, does not have the
same intergenerational connection to a specific food tourism-related business as the
other two locations. The findings do indicate, however, that although food tourism
is relatively new to Dingle, food has been an important economic driver of the area
historically. The findings also imply that Dingle, as a location, is dynamic and
flexible regarding the creation of economic opportunities. The following statement
is reflective of this:
In the old days this was a yard for salting mackerel We converted
it into a restaurant. The premises have always been in the family
(Restaurateur d, Dingle).
The above statement indicates that the reserve of knowledge that has been built up
over the years is the foundation of the ability to create and sustain employment in
Dingle, through the medium of food tourism. In addition to supporting generations
of families, a further issue that emerged from the findings was that traditional
industries which were facing decline were given a boost. The following statements
are representative of this:
We give the fishermen some work.

We team up with Dingle Bay

Charters for ‘Catch your Owm’.

The fishermen take them out

fishing for the day and then we cook what they catch. It’s been a
big part of our summer business for the last few years.

It has

grown every year since M’e started it (Restaurateur f, Dingle).
The fish are practically landed on our doorstep (Restaurateur c,
Kinsale).
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The above statements further outline how the food tourism businesses are utilising
local suppliers as well as other local businesses not specifically related to food
tourism. The findings indicate that food tourism, as well as providing extra income
for the fishermen, also helps the smaller producer keep their traditions alive by
creating a new market for them.

This adds to previous research (Bjork and

Kauppinen-Raisanen, 2014; Henderson, 2009; O’Neill, 2014) which suggests that
food tourism may represent a lifeline for waning industries, thus generating
employment. It further emerged from the current findings that food tourism can
offer a good place for a small business to start and test a product. The findings
outline that farmers’ markets in particular can provide a platform for new entrants
into food businesses to gain experience and knowledge of potential markets. The
following statements highlight this:
I’m involved in the committee in Kinsale and we encourage anyone
local to come into the market providing they’ve grown it or
produced it themselves. Anyone local who wants a chance it’s an
automatic yes (Farmers’ Market Member d, Kinsale).
We’d support all the local food businesses. It’s nice to support
them when they’re starting off and trying to get a reputation
(Restaurateur e, Dingle).
We don’t sell anything that comes from big factories. All these
small artisan local producers are supporting families and jobs
(Trader of Artisan Produce, English Market).
The farmers’ market is the smallest part of what we do.
great way to start; to dip your toe in.
entry.

It’s a

There’s a low barrier to

If a person wants to test the market then definitely it’s a

good place to start (Farmers’ Market Member c, Kinsale).
The farmers ’ market is a very good platform for anyone starting off
who wants to test their product. It’s a good way of trying things
out. It’s really good for establishing your brand. We get face-toface contact with customers and get to know what they want
(Farmers’ Market Member, Dingle).
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The above statements highlight the manner in which local businesses are buoyed
through food tourism.

The findings imply that it is generally small, local food

businesses that the focus of support is on. The findings also suggest that these small,
local businesses will be more sustainable in the long term as they are being
supported by the food tourism representatives and that this encourages job creation
on a local and small scale. The respondents outline that, for the most part, what they
are running are small, family-run businesses and they do not wish to grow the
business extensively. The following quotations are representative of this:
This is a small family-run restaurant. My wife and I run it. I could
have 5 or 6 chefs in the kitchen; maybe employ 10-12 people all
included.

1 think another thing people have realised is an

acceptable living. 1 won’t earn the same as 1 would as a chef in a
top restaurant or hotel but I’m happy with that. I’d rather be my
own person and there are a lot of people thinking like that now.
I’m not going to be rich but I’m going to be able to live
comfortably. (Restaurateur b, Dingle).
One of my suppliers, he sells vegetables, it’s not his main job but
it’s a small part of his income. He’s just built a house recently.
We ’re giving him a small income. 1 try and source as locally as
possible always (Farmers’ Market Member c, Kinsale).
People may see food tourism as an opportunity to pursue their
dream. You might have someone in an office that has a passion for
smoking fish. They start off on a Saturday at the farmers ’ market
and before you know it the business has grown. They ’re not in it
for the money unless you go huge and you tend to loose quality
anyway when you scale up (Restaurateur b, Dingle).
The above quotations imply that although one is likely to make more money
employed elsewhere, food tourism can represent an opportunity to earn a living.
The findings also suggest that food tourism is an industry with relatively few
obstacles in the way of establishment. This adds to findings from section 4.4 which
highlighted the importanee of supporting small, local producers.

The statements

reveal that this support for small, local food tourism businesses is a key factor in
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employment sustainability. Expanding on this, it is suggested that food tourism
gives people the option of living in and rejuvenating peripheral areas, where there
otherwise may not be much chance of employment:
Food can he our niche here. It’s keeping people in the area and
it’s keeping what’s in the area in the area (Restaurateur d, Dingle).
Food tourism is another door for Dingle. It’s another opportunity
to develop. It creates jobs and gives people the chance to live and
work here. It doesn’t have to be Just jishing or farming. Go back a
few years and there were only a handful of restaurants in Dingle,
now there are over fifty.

You can see how it’s developed

(Restaurateur a, Dingle).
Previous research by Montanari and Staniscia (2009) suggests that food tourism may
present an economic opportunity for those living in marginal areas. The findings
from this study indicate a concurrence with this. The current findings outline how
food tourism is keeping people in their local areas by giving them an opportunity to
earn a living, together with reviving and maintaining their local traditions. The
findings also illustrate that if one wants to live in an area such as Dingle, and if one
is not employed in agriculture or fishing then food tourism may represent one of the
only other means of earning a living. This is particularly evident from the response
which outlines the growth in the number of restaurants in Dingle in the past few
years.

The respondents also outline the types of jobs that are created by food

tourism. The following statement expands on this and presents another view on
sustaining marginal areas:
We’ve dealt with Castletownbere for years.

You know you ’re

never going to get a factory in Castletownbere, the infrastructure
isn’t there. Places like Castletownbere or Union Hall I think are a
bit neglected because there’s not a big population. It’s not Dublin
Central.

People need to be more aware of where their euro is

going and if it’s staying in the local economy. They need to know
how much of it is going to a big conglomerate that has stores
everywhere. They might be creating 50-60 jobs but those jobs are
basic pay and temporary, students, they’re not serious jobs.

205

Whereas the person going butchering in a small shop somewhere is
doing 40 hours a week and he’s there for 20 years. People need to
be a lot more aware of what’s out there. Convenience is one thing
but people need to know (Fishmonger, English Market).
The above respondent notes that the jobs created by their support are long-term,
skilled and sustainable, offering the chance to make a reasonable living. It again is
reflective of the assertion that food tourism can help to support peripheral areas (see
Everett and Aitchison, 2008). The above respondent outlines how it is important
that people consider where they are spending their money. The findings indicate
that by supporting local producers and buying local produce, local jobs and,
therefore, local traditions are protected.

Some respondents, however, offered

another view on the extent of this viability and acknowledged that food tourism on
its own may not be enough. The following statements outline this position;
The market is a very hard one to develop because the seasons are so
short. It’s a couple of months during the summer really. But then
again a lot of the restaurants close during the winter months which
makes it easier for the rest that are open. If the season was longer
you’d have more opportunities (Restaurateur a, Dingle).
People come in the summer and see it’s so busy and think it would
be great to have a small restaurant. What they’d want to do is come
in the winter and see how quiet it is then (Restaurateur a, Kinsale).
I close in the winter and go and live in the UK (Restaurateur d,
Dingle).
A lot of established restaurants have a return client base and they’ll
survive. But a lot of the new, smaller restaurants, 1 don’t know - the
amount of bookwork they have to do for very little return is
phenomenal (Restaurateur a, Kinsale).
The above responses highlight concerns, predominantly in Dingle, regarding making
a living through food tourism alone. Emerging principally from the statements is the
short season in which to make money, reflective of the assertion by Cuccia and
Rizzo (2011) who advise that seasonality means low job security and unemployment
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in the off-season. The above responses also indicate that those looking to pursue
new food tourism endeavours need to be educated about the realities of the off
season. The findings also refer to the high levels of paperwork involved in the
restaurant trade, and the difficulties new restaurants face in attracting a return client
base in comparison with established restaurants. This again emphasises the need for
potential businesses to be aware of the actualities of working in food tourism. The
above responses represent a contrast to Everett and Aitchison’s (2008) study which
indicated that food tourism was a way of extending the tourist season beyond the
busy summer months.

The findings from this study suggest that if some food

tourism businesses have to close in the winter, then it does not represent a full-time,
year-round enterprise from which to make a living.

The above statements also

denote a divergence from the earlier findings in this section that indicated that food
tourism is a way for people to live in remote and peripheral areas and enjoy a
comfortable standard of living. The Kinsale respondents, while referring to the issue
of seasonality, did not indicate that they were affected to the same degree as the
Dingle respondents, and the English Market respondents did not make any reference
to seasonality. This implies that it is Dingle’s remote location that is at the root of
this issue.

The current findings also resonate with research by Lonyszyn and

Terefenko (2014) which highlights the necessity of considering financial viability as
a pre-requisite of a successful sustainable development project.

The above

statements indicate that food tourism does not always represent a means to full-time
employment.

This then implies that the non-fmancially viable food tourism

businesses would be forced to cease trading and, therefore, not provide a means to
continue and maintain traditions.
Additionally, further elements that are external to control and impact the ability to
sustain employment were highlighted. The following statements outline some of
these factors:
We don’t have the population in the winter. It’s a shame we don Y
have other industries to support us. In Galway, for example, they
have great medical device industries.

Even Kinsale would have

much more support from a bigger city but we don’t. It would be
great if there were a few more industries that were year round and
people would have to live here (Restaurateur d, Dingle).
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The fish are landed here but some you have to throw back. We get
practically all the fish on our menu from the local boats but there
could be a lot more (Restaurateur c, Kinsale).
While the above statements represent elements that are outside the control of the
local community, they do draw attention to various factors that are having a negative
impact on job creation. In Dingle, the lack of other industries that would support a
more permanent population, and therefore the food tourism businesses, was seen as a
concern. This bolsters the findings mentioned earlier in this section and implies that
the tourist season solely is not enough to sustain all the food tourism businesses
year-round.

The above statements also make reference to regulations that are

impeding progress in the fishing industry and by extension, the local businesses and
traditions.
Further to this, it was mentioned that there were other threats to the prosperity of the
local food tourism industry. Among these was the risk of over-saturation, a concern
which was acknowledged by the respondents from all three locations:
The problem is we could end up having too many businesses. A lot
ofpeople try to hop on board when they see it going so well. They
think it’s an easy thing to do. It's not, its hard work. They might
only be around for a few years. Every year 5 or 6 restaurants are
gone and 5 or 6 come in to take their place. There’s a danger of
becoming overloaded and not every place can be good
(Restaurateur c, Dingle).
We need to keep diversifying to keep our customers coming back.
There’s a lot of competition because there’s 8 butchers in the
market and we ’re all competing with one another (Butcher d,
English Market).
There are so many eateries in Kinsale, we ’re all taking a bit from
each other (Restaurateur a, Kinsale).
The above quotations highlight that over-saturation of the same type of businesses
can cause stagnation. This infers that there is not enough of a market for all of the
food tourism businesses, predominantly restaurants, and also represents a contrast to
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the findings earlier in this section which illustrated that confidence was high for
future development of food tourism in the three locations. The above quotation from
the Dingle respondent also draws attention to the importance of building up and
maintaining high quality standards. This implies that the locations must be firm in
their demand for high quality ingredients and in ensuring both authenticity and
innovation in the traditions they are known for, as well as constant maintenance in
the delivery of a high standard of service and favourable experience. In Chapter
Two, it was outlined how gastronomy and natural resources can play a particularly
important role in attracting tourists by linking them to specific countries and regions
(see Alonso and Liu, 2011; Henderson, 2014; Hjalager and Richards, 2002). The
findings from this study also illustrate that a key part of success was based on the
locations’ reputation for good food. Exploiting this reputation emerged as being
critical to sustaining this success:
Dingle has a great reputation for food.
ourselves as a foodie town.

We definitely think of

We’ve just been shortlisted for the

food capital of Ireland (Restaurateur d, Dingle).
I think that Kinsale has been recognised by its peers as the
gourmet capital of Ireland. It has a lot of good quality restaurants
using good quality local food. The fact that we have a Good Food
Circle as well has stood to us. The restaurants market themselves
as a group. The cooperation has stood to us and I think it ’ll help
us going on into the future (Food Festival Organiser, Kinsale).
The idea that food doesn ’t travel that far is very appealing (Baker
a, English Market).
As stated in the above responses, Dingle, the English Market and Kinsale are
reputed for good food. The findings indicate that this reputation plays a key role in
the regions’ success in attracting food tourists and by extension, fostering economic
growth and sustainability. The benefits of harnessing and protecting a reputation
and promoting a region’s food offerings are perhaps best represented by the
following quote:
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We need to educate people more about what the English Market
has to offer because it means jobs, money towards the economy,
sustainability, it’s so important for all of us. Sustaining jobs is so
important to all of us because it’s providing money that’s going
back into the economy (Baker a, English Market).
As maintained in the above quotation, it is necessary to educate people about what
an area stands for as it is the basis for maintaining local jobs. The findings indicate
that such support leads to economic sustainability in the areas and contributes to the
preservation of its food traditions. While the previous section outlined that at times
the local producers are not supported, the following statement represents a contrast
to this and outlines awareness about the importance of supporting local:
People are more conscious of shopping locally now and that’s
helping food businesses survive (Baker b, English Market).
In section 4.3 and section 4.4 it was illustrated that people were aware of buying
local because of a desire for transparency and environmental awareness. The above
statement builds on this and reveals that there is a desire to support local economies
in order to help local businesses survive. The findings infer that this willingness to
support local businesses is contributing to the sustainability of local jobs and
traditions.

Additionally, the findings also reveal that a sense of fairness and

reciprocity among the business community was needed to ensure employment
sustainability:
The good thing about Dingle is that everybody works well together
and that really helps to drive things forward. I think it’ll continue
to grow for a while anyway. When the recession hit Irish people
started watching each other’s backs more. But you have the same
movement in America and in other places around the world. We
just had to go back to the ground roots that we’d lost (Restaurateur
a, Dingle).
In Chapter Two, Mak et al. (2012) discuss the idea that globalisation can act as a
stimulus for the re-establishment and rejuvenation of local food identities.

The

above statement adds to the notion of the turn against the globalisation of food. The
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findings infer that in order to combat this power, it has to start on the small, local
scene.

A respondent speaks about returning to the ground roots of food, which

could be considered reflective of the shift towards reverting to local food identities
and traditions. This respondent also advises that people watching each other’s backs
is at the centre of the movement. These factors appear to encourage job creation on
the small, local scale. Likewise, it was noted in section 4.2 that there was a unique
sense of working together among the restaurants in Kinsale, which is also
representative of this notion of cooperation and taking an inclusive and holistic
approach. The following statements further build on this:
When you buy local, locals buy off you.

It generates its own

business. They ’ll come in themselves or they ’ll send their friends
or families in because you ’re buying off them (Restaurateur a,
Dingle).
The primary producer should be taken care of more. The farmer,
the fisherman, they should be nurtured more (Restaurateur a,
Kinsale).
When you keep it local it’s more of a selling point for you.

You

keep jobs in the locality, money here and locals come in and
support you. I was brought up in a business. My Mum had a little
shop, a little bakery. Whenever we had to buy anything she’d tell
me where to go because they were the people who came in and
supported us. You do try and support local business. It’s all going
back into the local economy and keeping someone in a job. You ’ll
all benefit in the long run really (Restaurateur e, Dingle).
The above statements make reference to the need for fairness along the whole supply
chain and for everyone involved from producer to the end buyer. The findings again
indicate that local support, both from fellow businesses and local people can have a
considerable impact on a region’s sustainable development. It is inferred from the
findings that despite being food tourism businesses, the support of local people is
often of equal or more importance for success. As noted previously, this sentiment
was expressed strongly by the English Market respondents but also echoed in the
other locations. This is reflective of the assertion that the involvement and backing
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of the local community is paramount to any attempt to preserve culture (see Olango

et al, 2014). It also correlates with Day’s (1998) assertion that local culture is a
crucial resource that ventures should include in their plans for sustainable
development as it incorporates social patterns, and is vital to understanding local
structures.

The above quotations reflect this theory and outline that the social

connections that exist among the local communities and businesses are utilised to
encourage enterprise.
In summary, this section explored the role of food tourism in creating and sustaining
employment in Dingle, Kinsale and the English Market.

The findings reveal a

thriving and growing food tourism industry in Dingle and a similarly prosperous
situation in Kinsale, with the situation in the English Market cuiTently appearing
more stagnant. The combination of local natural resources, traditional knowledge
and entrepreneurial spirit, together with an understanding of local culture appears to
foster economic activity in the regions’ food tourism industries. Finally, it can be
inferred that food tourism is creating and maintaining employment in Dingle,
Kinsale and the English Market, and by extension, contributing to the maintenance,
rejuvenation and revival of the locations’ cultural food traditions.

The various

elements that impact these cultural food traditions are the focus of the following
section.

4.6 External Influences on Cultural Food Traditions
Chapter Two outlined the various issues that can impact a region’s cultural identity
and, by extension, its cultural food traditions. It was illustrated that globalisation
and its associated factors such as travel, migration, fashion and media tend to have
the biggest effect on a region’s culture. It was also noted, however, that many areas
are inclined to have a naturally evolving cultural dynamism, regardless of
globalisation (Buzan, 2010; Gillespie, 2001; Gyimothy and Mykletun, 2009; Taar,
2014; Tovey and Share, 2003). Oppositely, it is also suggested (Mak et al., 2012)
that tourism may act as a stimulus for the protection and defence of local traditions.
This phenomenon is encapsulated by Herrera et al. (2012:9) who advise that the
influence of tourism is contradictory, that ‘it simultaneously generates processes of
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globalisation and enhanced appreciation of local resources’.

Principally, the

following section seeks to highlight the various issues arising from this research
study that impact the chosen regions’ culture.

This, by extension, outlines the

influences on the cultural food traditions of Kinsale, Dingle and the English Market.
For the purposes of this study, the interviewees were questioned in relation to what
they believed were the most notable external factors impacting their cultural food
traditions.

This questioning resulted in a broad range of answers highlighting

differences as well as similarities across locations and occupations. The findings
from this line of inquiry and their analysis are presented below.

It is suggested that in recent years, there is a growing section of society that does not
support the globalisation of food and so interest in local and traditional foods has
grown (Conto et al, 2014). The findings from this section indicate a concurrence,
and add to those from section 4.5, where it emerged that there is a growing backlash
against the globalisation of food.

Building on this, the following statement is

representative of the influence that this phenomenon has on the local food culture in
this study’s three locations:
Years ago, people in restaurants thought that to be modern you
had to have all fancy foods flowm in from abroad.

There’s a

backlash against that now. Ifyou ’re not ‘local ’ you ’re completely
off the radar (Restaurateur b, Dingle).
The sentiment expressed above outlines the surge in interest in local food. The
findings infer that because of this demand, old traditions are being revived and local
ingredients sought by the food tourism representatives.

Furthermore, the above

statement illustrates the changing perceptions regarding what ‘good’ food comprises
and the impact this has on what is available. The indication from the findings is that
it is ‘local’ food that is ‘good’, with the quality and ‘goodness’ decreasing in line
with increasing distance from the source. This adds to the assertion by Morris and
Buller (2003) regarding food miles, that is, the shorter the distance the food must
travel, the likelihood of quality is increased. In a similar vein, it is also reminiscent
of the notion of ‘polarisation’ explored in Chapter Two, which outlined how in the
face of invasive cultures, societies will revert and protect their own traditions (see
Machida, 2012). The findings from this study indicate that globalising factors, or
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the threat of these factors, appear to encourage the defence of local food traditions in
the three locations.
A further influencing element on the local food culture that arose from this study
was that often the area’s food tourism businesses constituted a mixture of
newcomers to the area together with those with long established roots. Although the
above findings indicate that globalising factors provide a stimulus for the revival and
protection of local food traditions, it also emerged that what often occurs is a
hybridisation of new and old. As outlined in Chapter Two, innovation and tradition
often co-exist in gastronomy, that ‘gastronomic tradition is in a process of
continuous evolution’ (Gaztelumendi, 2012:11).

A similar phenomenon can be

evidenced in the following statements where the respondents highlight the mixture
of old families and newcomers to the area and how in unison they are both
rejuvenating and sustaining food traditions:
The local families that are involved in food tourism in Kinsale have
a massive influence on it. There are people here though who are
not from Kinsale that have a massive influence. I suppose there’s
a good mixture. Traditional and new ideas for Kinsale. See things
in a different light (Food Trail Guide b, Kinsale).
In Dingle there’s a good mixture of new and old.

There is

definitely a massive influence from people from outside the town.
There would be a lot of people who M’ould have moved to Dingle
over the years. I think that it goes back to the fact that in a lot of
cases the traditional farmers that were here suffered enormously.
There was such hardship they just wanted to get out.

There are

people after coming in to the town who really want to use what’s
here.
Cheese.

There's a German lady who makes Dingle Peninsula
Murphy’s ice-cream makers are American and they use

local milk to make their products. Dingle Farmhouse Milk is a 2”^
generation Dingle farmer. Sometimes when people have been here
for a long time it takes outside people to come and show them some
new energy (Food Festival Organiser b, Dingle).
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There are a lot of people, new and old, in Kinsale who are very
interested in good food (Farmers’ Market Member d, Kinsale).
The above responses make reference to new energy being used to revitalise old
traditions. This implies that people who are not native to the area have eontributed
significantly to the reinvigoration of old customs.

The findings highlight the

influence that the combination of ‘new blood’, old traditions and those with long
links to a place can have on the locations’ cultural food traditions.

The above

quotations also outline that in certain cases, native people left the area because of
economic hardship and their vacant roles have now been filled by newcomers to the
area. This suggests that the new people who have come to the area are reviving the
legacy of traditions which were broken as a result of native people leaving.

In

another vein, this is reminiscent of Henderson’s (2014) study of Singapore’s
traditional food hawkers and the threats faced to its food culture’s authenticity, due
to native Singaporeans shunning the particular way of life and migrants taking their
place. This study’s findings indicate a similar occurrence, particularly in Dingle,
and further the notion that authenticity in food tourism is difficult to define.
Additionally, it emerged that the family can play a crucial role in developing and
maintaining a business, and therefore, cultural food traditions.

The following

statements illustrate this:
In certain cases you have the influence going both ways. You have
the newer generation of chefs bringing new ideas to it and you
have the older generation teaching them the tried and testing
things that have stood the test of time (Food Festival Organiser,
Kinsale).
You can see old families who are connected to the area have had a
big influence and over time they’ve ended up opening a restaurant
(Restaurateur c, Dingle).
The above assertions highlight the influence that family businesses can have on a
region’s food culture. The findings indicate that a family’s involvement with food
can

change

over the

years,

diversifying

into

different businesses

while

simultaneously building up a knowledge base and skills. This builds on findings
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explored in section 4.2 which illustrated the role of the family in passing down and
carrying on traditions. The above statements also bring to mind the assertion by
Hassi and Storti (2012) that culture evolves naturally.

The following quotation

furthers this:
We have someone selling Toonsbridge buffalo cheese. Talk about
an evolution. Irish grass feeding the buffalo. We already have the
pasture, he’s just adding a new dimension (Baker a, English
Market).
The above respondent outlines how a local producer has taken a traditional product
and added a new dimension to it.

The findings highlight the impact that a

combination of new concepts and existing resources has on the evolution of a
location’s cultural food traditions. This also implies that it is often necessary for
culture to progress by embracing new ideas and resources. Furthermore, in Chapter
Two the idea of ‘creolisation’, that is, that cultures evolve in response to their own
internal dynamics as well as those of other cultures was also explored (Buzan, 2010;
Tovey and Share, 2003). The findings from this study indicate a concurrence with
these notions. The following statements further this:
Our chef is Polish. That’s just the way it is now. It reflects the
general population of the country.

He brings his own flair to

things (Restaurateur e, Dingle).
A lot of restaurants have outside influences, non-Irish influences.
One that comes to mind, the couple running it, he’s Irish and she’s
Spanish. They’re doing things like using Spanish recipes but using
local Irish ingredients (Food Trail Guide b, Kinsale).
We’ve all nationalities in here now. It used to be just Irish. We
have a South African and a French lady. You have quite a diverse
culture (Butcher a, English Market).
The above responses highlight Ireland’s changing population, and by extension
outlines the diverse international cultures involved in food tourism. The findings
outline that the blending of cultures can have an impact on the makeup of a place’s
cultural identity and indicate that non-Irish influences can play a big role in the
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locations’ food culture. This can be witnessed, for example, in the reference to
mixing Irish ingredients with Spanish recipes, which highlights evolution and
tradition by combining existing resources and innovation, arising from immigration.
Additionally, it was highlighted in Chapter Two that many immigrants bring their
own ideas and elements of their home culture with them to their new host culture
(Cranfield, 2013).

This notion is reflected in the above statements where the

respondent refers to mixing Irish ingredients with Spanish recipes, resulting in the
hybridisation of cultural elements. The findings further indicate that combining such
elements is a natural outcome and authentic reflection of a place’s diverse cultural
population. The findings also suggest that in the past the locations’ food culture was
based solely on ‘Irish’ traditions and that the non-Irish influences are a relatively
new phenomenon arising as a result of immigration. This can be witnessed in the
respondent’s reference to the international traders that make up the English Market
currently, as opposed to the past when it was just ‘Irish’ stalls. This infers that there
is a demand either from the local population or new immigrants for a diverse range
of products, and the English Market needs to ensure it can cater for this. This, then,
influences the way in which the local food culture develops.

In a similar vein. Chapter Two examined the notion of returning emigrants bringing
new ideas and plans back to their home countries (Brown and Cave, 2010). In this
study it was concurrently noted that returning emigrants brought new ideas back
with them, as represented in the following statements:
In the boom, chefs came back to Ireland after travelling.

They

realised what good ingredients w>e had here. They came back with
ideas about what could be done with our fabulous ingredients
(Food Trail Guide a, Kinsale).
I was involved in farmers ’ markets when I was a chef in America.
That’s when I saw farmers ’ markets going strong first. When I
came home, I just tried it myself here and it worked just as well
(Farmers’ Market Member c, Kinsale).
We’ve always had the fabulous ingredients we just didn’t know
what to do with them. A lot of chefs travelled and then came back
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to Ireland.

They’d gained experience.

They looked around and

saw what was available here and said if we could have got those in
the last place we were, we would have paid a fortune for it, the
produce here is superior (Restaurateur b, Dingle).
So many more chefs have travelled now and picked things up
abroad. They can use what they’ve learned in other countries and
combine it with Irish dishes and ingredients. They saw what could
be done with food abroad and brought that hack with them

(Restaurateur a, Kinsale).
The above responses highlight the impact that returning migrants have had on their
region’s food culture. The respondents outline how the fusion of high quality local
food and experience gained abroad helped shape the food culture of their area. The
findings indicate that the new ideas gleaned when travelling were brought back to
the home country and combined with old traditions and local ingredients and created
the current food culture. The findings imply that it was recognition of the quality of
available local ingredients together with experience of other cultures that was
converted into business ideas. The findings also echo the sentiments expressed
previously in this section regarding the impact travel can have on a place’s food
culture.

It does, however, also resonate with the assertion by Brown and Cave

(2010) that islands with a traditional outward history of migration are especially
vulnerable to cultural change. This theory could be applied to the above statements
and again highlights the obscurity of the notion of authenticity.
Building on this, a recurring issue which emerged was that there was a new
confidence instilled in Irish food. The following statements outline this position:
/ think it’s only in the last 15 years or so that we in the food
industry have started to recognise the scope of our traditions.
Ireland might have looked to other countries in the past and
thought their food is amazing.

But we’ve realised in the last

number ofyears that ours is just as good (Food Festival Organiser

b, Dingle).
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/ learned in college that for a long time after the famine we had a
kind of guilt about food.

We lost most of our traditions. Some

chefs have come back and introduced food to us in a different light.
We ’re using food for entertainment now rather than just something
to keep the body going (Restaurateur a, Dingle).
The responses indicate that it was relatively recently when it was recognised among
the food tourism representatives that Ireland could compete with others renowned
for quality food. The findings infer that the knowledge and experience gained from
travelling contributed to this realisation.

This adds another dimension to the

findings mentioned earlier in this section regarding the role of travel experiences and
the impact returning emigrants can have on home culture. It further emerged from
the findings that Ireland’s changing economic fortunes appeared to coincide with
this new confidence in Irish food. The following statements outline this view:
The Celtic Tiger gave us a sort of new confidence in ourselves.
Irish food was seen as maybe not so bad (Farmers’ Market
Member c, Kinsale).
It’s great now since M>e had that boom in the Celtic Tiger
(Restaurateur b, Dingle).
The above statements highlight the role of the Celtic Tiger and its associated facets
of globalisation in boosting Ireland’s new found assurance in food. The findings
infer that this newly created economic belief was also applicable to the food tourism
businesses and helped them to grow. The findings also indicate that this confidence
helped in the revival of local food traditions, which the findings indicate in the past
were not held in high esteem or noted for their potential. This represents a contrast
to findings (Share, 2011) which suggest that during the Celtic Tiger years, bad
quality ‘fast’ food was necessary to manage a busy lifestyle and additionally refutes
findings from O’Donovan et al. (2012) who suggest that it was at this time that
Ireland was the furthest away from its food traditions. O’Donovan et al. (2012) and
Share (2011) propose that during this period interest in Irish food traditions was low.
Further findings from this study, however, indicate a correlation with this theory,
that it was post-Cc/^/c Tiger that a return to food traditions was made rather than
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during it. Furthermore, the impact of the subsequent recession was evidenced in this
study’s findings, as witnessed in the following statements:
People in the Celtic Tiger wanted everything. Restaurants had to
have such a diverse menu. Now that’s changing (Restaurateur b,

Dingle).
Since the recession people are more conscious of shopping local
now. The farmers ’ market for example, people just want to know
where their food is coming from and who made it and how. Shelf
life and things lasting a few months, people are getting away from
that (Baker b, English Market).

The responses highlight the influence of the recession on demand and, by extension,
on the local food culture. The findings indicate that the recession resulted in a new
appreciation for local culture and resources, and a rejection of facets of
globalisation. The findings suggest an emerging movement towards predominantly
local food as opposed to the previous desire for a wider selection, regardless of its
origins. Additionally, various other influencing demands were identified, which the
following statements illustrate:
The tourists influence the market too.

The market would be very

different if there were no tourists in Kinsale. It would be smaller for
one thing and probably focus more on selling things like vegetables.
There probably wouldn’t be such a diverse range (Farmers’ Market

Member d, Kinsale).
People demand everything, not just traditional foods.

Traditional is

popular with some tourists but not with the locals so much.

Locals

are used to having local dishes, they just want something new.

You

have to be continually diversifying to stay in business (Restaurateur a,

Kinsale).
The above quotations further outline the differing demands that shape a place’s food
culture. The findings imply that the tourists’ demands need to be catered for as they
make up a large number of visitors to the farmers’ markets, as well as local demands
for more non-traditional dishes. The findings infer that to stay in business, one has
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to continually diversify what is available. This implies that these demands will have
a direct impact on what food traditions are preserved and how they evolve. The
findings further suggest that if certain traditions are unpopular, then they will be
discarded in favour of those that are. This adds another dimension to the notion
presented in Chapter Two and explored earlier in section 4.1 that despite the wish
for authenticity, often the tourist will have pre-formed notions of what is and what is
not acceptable to eat (see Chaney and Ryan, 2012). The findings infer that if the
food tourism representatives must consider and conform to what that tourist wants
and wishes to find, this directly impacts the local food traditions. This suggests a
circle of pre-conceived notions, the need for businesses to meet expectations, and the
development of the local food culture. Furthermore, the findings imply that a large
variety of food offerings are necessary to stay in business. This suggests that the
local cultural food traditions may be diluted in their authenticity or discarded
entirely in the businesses’ bid to cater for all demands. This is reminiscent of the
idea that tourism, by its very nature, is a catalyst for change and leads to a decline in
the steadfastness of local culture and traditions ( Mbaiwa, 2011; Salazar, 2012). The
findings also indicate that this theory could be applied to the realm of food tourism
in this study’s locations as witnessed in the above statements. In concurrence with
earlier sections, it emerged that it is predominantly the local population that has the
biggest impact on the development and continuation of local food traditions in the
English Market. The findings highlight the importance of meeting local demands as
indicated in the following statements:
People are looking for convenience, something that they can pick
up and cook in a few minutes, that influences our range. Seventy
percent of our products are still local. But you need things like
bass and swordfish. They 're all imported, you can’t get them here.
You have to have a wider range.
enough.

Local on its own just isn’t

We ’re always investigating new foods (Fishmonger,

English Market).
The tourists aren’t really our market here. I suppose they like to
come in and look around and take pictures. They browse and they
think it’s great. But it’s the locals who dictate the market.
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We

have to source the fish they want.

Our lifeblood is our locals

(Fishmonger, English Market).
People will come in to the market for specialities.

We have new

people trying them all the time. The Chinese love the offal hone,
they use it to make their stock. The Africans are into the pigs tails
(Butcher f, English Market).
Ihe above responses further illustrate the impact that local demand has on a region’s
cultural food traditions, particularly the demand for old traditions created by new
markets. The findings highlight that these new markets for traditional products are
being created as a result of a diverse and changing population. It is inferred that
these new markets are contributing to the popularity, and therefore, the sustainability
of local food traditions. Further to this, the role that local resources and suppliers
can play in the development of a region’s food culture was also evident.

The

following statement is representative of this:
The fishermen decide what’s on the menu (Restaurateur f, Dingle).
The above statement highlights the role that access to a place’s natural resources can
have on the development and continuation of local cultural food traditions. The
findings also outline the importance of the availability and willingness of local
fishermen and suppliers to work with, as it directly impacts what the food tourism
businesses can offer. This adds to the findings from section 4.4 which highlighted
the role that local producers have in maintaining the authenticity of local food
traditions. Further to this, it emerged that the cost of running a business impacted
how local food traditions developed. The following statement illustrates this:
Certain things you can’t get locally. You have to breakeven as
well. You have to keep in mind what people are willing to pay.
That influences what way the baking is done too (Farmers’
Market Member, Dingle).
As mentioned previously, the above statement outlines that availability of resources
will influence the way food traditions develop, as will the costs of running a
business. The findings raise the question that if a place’s culture develops as a result
of financial concerns, then to what extent can the traditions be considered authentic?
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It also calls forth the issue of preserving traditions and the difficulty in ensuring their
integrity in the future, that is, if they will eventually bear no resemblance to how
they started out due to the deteriorating quality and source of resources.

The

findings also indicate that if this is the situation, steps need to be taken to ensure the
authenticity of cultural traditions. Furthermore, section 4.1 outlined the effect that
those in authority can have on the development of food tourism businesses.
Similarly, as explored in Chapter Two, research by Bord Bia (2014) outlines the
necessity of having the support of such organisations as local councils as a necessity
for a successful endeavour. The following quotation furthers this:
The tourism boards are helping us more now.

They give more

guidance and support since food has become ‘the new thing. ’ It
wasn’t always like that though (Farmers’ Market Member e,
Kinsale).
The above quotation outlines the influence that those in positions of authority have
over the development of the food tourism businesses. It could be inferred from the
response that part of a region’s traditions may be lost due to lack of support, or
saved as a result of support for local markets. The findings illustrate how authorities
can either help or hinder the development of local businesses and, therefore, local
cultural traditions.

Reference is also made to food being the new thing which

implies that food is being viewed as a strategic development tool by those in
authority. The findings suggest that because of this, more support is afforded to the
food tourism businesses and is contributing to the maintenance and revival of local
food traditions.

In a similar vein, it emerged from this study that currently, food, and particularly
local food was popular. It was illustrated in Chapter Two that fashion trends and
media can play a role in influencing decision making (see Gyimothy and Mykletun,
2009; Taar, 2014; Wright et al., 2001). The findings from this study indicate a
concurrence with this view. Various factors which are contributing to this trend are
suggested in the following statements:

Food is in fashion at the moment.

The TV programmes are

everywhere, the farmers’ markets are opening up everywhere.
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It’s

hard to say what started it all really (Food Festival Organiser a,
Dingle).
Food is definitely ‘in ’ at the moment. There are so many cookbooks,
so many programmes on television. There’s a huge interest in food at
the moment (Restaurateur d, Dingle).
Ireland has turned into a bit of a foodie country.
example and Irish agriculture is doing well.

Bord Bia for

Tourists are able to

acknowledge that there is good food - beef lamb, fish.

We’re

perceived as a clean country, it’s getting bigger and bigger
(Restaurateur c, Dingle).
In accordance with the sentiments expressed earlier in this section, the above
responses resonate with the idea of local food currently being popular. This can be
seen, as already mentioned, in the growing demand for local food, the desire for
transparency and the backlash against globalisation. It is established in the above
responses that trends and media can influence the development of an area’s cultural
food traditions. Furthermore, it is evidenced in the findings that there is a perception
that Ireland is a clean country and utilising this reputation in terms of food
production and sustainability is adding to this phenomenon. This ‘trendiness’ does,
however, give rise to the question of long-term sustainability and support. The
findings highlight that currently food is fashionable and well-supported as a result,
but also hints at the possibility that if it is just a ‘fad’, its popularity will fade with
time.
In summary, this section explored the various influences that impact the
development and sustainability of a place’s cultural food traditions. It emerged that
globalisation and its associated factors have the greatest impact on local food
traditions. While it is witnessed that globalisation can provide a stimulus for the
redevelopment and protection of local food traditions, predominantly, it was seen
that a blending of cultures was the most likely outcome as cultures evolve naturally
in unison, resulting in a hybridisation of food cultures.

Emerging particularly

strongly from the findings was the role of the Celtic Tiger in either instilling a new
confidence in Irish food, or its aftermath where a desire to return to the ground roots
of food was evident. Finally, the importance of access to natural resources, the role
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of fashion trends and media, and the power of those in authority in shaping an area’s
cultural food traditions was also apparent.

4.7 Conclusion
This chapter identified and discussed a number of significant findings which
emerged from the in-depth interviews conducted. Among the main findings was the
notion that food tourism allowed for an accurate portrayal of culture, although it was
also identified that the idea of authenticity can be ‘negotiable’.

This was evidenced

by the references to the diverse cuisines on offer by the restaurants and the products
available for sale at the farmers’ market.

While the need to be realistic when

running a business was acknowledged, that is, that local and traditional will not
always suffice, there was a consensus among the respondents that food tourism
allowed as genuine a representation of culture as it was possible to provide. The use
of local food and traditions was seen as being central to this portrayal of culture.
Building on this, the respondents across the three locations attributed their success to
the availability of the high quality local produce on offer. There was also a concern
expressed, however, about the access to local produce, particularly fish, in the
future.

Additionally, the role of the story behind the food was also found to be

significant. The ability to give an in-depth, transparent account of where the food
has come from assists in easing concerns about its origin and instilling confidence in
the customer. It further emerged that the story allowed for a deeper understanding
of the source of an area’s traditions and of family traditions, as well as giving a
glimpse into ‘real’ culture.
The findings also reveal that the inclusion of local people who are ‘living the
tradition’ is at the core of maintaining an area’s culture.

Moreover, the findings

identified that while the family plays a key role in handing down and maintaining
traditions, at times it was the entry of ‘outsiders’ into the area that contributed to a
cultural revival or rejuvenation.

Furthermore, it was found that other factors

influencing a place’s cultural traditions and contributing to their evolution may
include the level of support from authorities, fashion trends and a backlash against
the ‘globalisation’ of food.
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Finally, it further emerged that, for the most part, food tourism was creating and
sustaining employment in the three locations. In Dingle particularly, however, it
appears that it does not always represent a year-round viable enterprise for the
businesses, with the indication that it is Dingle’s remote location that is the primary
cause of this. This calls into question the economic viability of food tourism as way
to earn a living, and by default, a manner in which to maintain an area’s cultural
traditions.
The following chapter outlines a diagrammatic representation of these findings,
together with a conclusion.
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Chapter 5: Conclusion
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5.0 Introduction
As outlined in Chapter One, the context in which this study was undertaken is one
where food tourism is in a growth phase around the world. An additional conceptual
aspect of this study is the question of food tourism as a means of sustaining an area’s
cultural traditions. In an effort to contribute to the extant literature on the role of
food tourism sustaining an area’s cultural traditions, a grounded theory approach
was utilised in this study. This allowed the researcher to begin the study with these
contextual issues in mind but not with a rigid set of questions which required an
answer. Rather, as outlined in Chapter One, a set of objectives was proposed with
the intention of providing new insights arising from the research. This study set out
to investigate the role of food tourism on the development and sustainability of the
cultural traditions in three locations, namely Kinsale, the English Market and Dingle.
This chapter outlines conclusions and key findings drawn from primary research.
Arising from this study’s grounded theory methodology new theory was developed.
The findings emanating from this research indicate that food tourism is a means by
which Kinsale, the English Market and Dingle are sustaining their cultural traditions.
A number of significant influencing factors are contributing to this phenomenon
including the revival and maintenance of local traditions, the local producer, the
creation and maintenance of employment, telling the story behind the food, together
with other external factors.

It is argued that these elements of food tourism are

contributing to the authentic maintenance and sustainability of the locations’ cultural
traditions. This chapter proposes a conceptual framework of the impact of food
tourism on cultural traditions. This framework outlines six main contributory factors
which are instrumental in the development and sustainability of the cultural
traditions in the three case study destinations. These contributory factors are the
main focus of this chapter.
First, a theoretical model of the impact of food tourism on an area’s cultural
traditions is presented. This model was developed as a result of the interaction of
the research objectives posed at the outset of this study and the data gathered during
the primary research. This model draws together the findings and discussion from
Chapter Four allowing conclusions to be drawn. Second, this model and the factors
it presents are discussed allowing for a new contribution to the literature on the role
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of food tourism in sustaining an area’s cultural traditions. This chapter then outlines
the limitations of the research. The chapter then moves to recommendations for
practice based on the model and the findings, followed by a contribution to
knowledge and an agenda for future research. An overall conclusion is presented at
the end of the chapter.
The model devised from this study represents an important new contribution to the
extant literature on the role of food tourism in sustaining cultural traditions in
Ireland. Research on food tourism to date has focused mainly on the views of those
in tourism authorities or tourists themselves. This study offers a new contribution in
the form of the perspectives of the food tourism representatives. It is important to
note that while this study was undertaken in an Irish context, it could be applicable
to other countries and areas around the world.
The model developed as a result of this research is based on the identification of six
elements which were found to impact the development and sustainability of cultural
traditions in the three case study destinations. It was also uncovered that there are
many sub-elements which contribute to these main primary factors. This can be
seen, for example, within the ‘authenticity’ element which encompasses, among
other factors, ‘staged authenticity’, ‘perceived authenticity’, and conflict over its
definition. A model of this conceptual framework is presented and discussed in the
following section.

5.1 Conceptual Framework
As discussed in Chapter Two, and as evidenced from the findings and discussion in
Chapter Four, food tourism is proposed to play a significant role in sustaining an
area’s cultural traditions.

Analysis of the data gathered from the food tourism

representatives in this study highlights four main impacting factors on this
phenomenon. These four factors include: the preservation and revival of cultural
traditions, the role of the story behind the food, the creation and maintenance of
employment and the role of the local producer.

A fifth factor detailing further

various influencing elements which did not fit into the first four categories but were
nonetheless considered significant is represented by an ‘external factors’ category.
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The external factors category includes such factors as fashion trends, migration and
demand. The role of local agencies and authorities also features strongly in this
category. The model highlights that it is the interaction between these factors and a
sixth element in the model - authenticity - which impacts the development and
sustainability of an area’s cultural traditions. It is argued that it is the presence of
these factors and their impact on the food tourism businesses which contributes to
the creation of the areas’ current cultural food traditions.
As can be seen in Figure 5.1 six sets of factors are interrelated and their relationship
results in the formation of an area’s cultural food traditions. The development of
this new perspective on the sustainability of cultural food traditions is an important
contribution to the extant literature in this area. This model provides an interesting
new perspective on the factors involved in the evolution of an area’s cultural
traditions.

From an Irish context, it represents a new contribution to an under

investigated subject.
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The above model outlines the primary factors arising from this study which were
uncovered as the main influencing elements on the development and sustainability
of the three locations’ cultural traditions. Each of the factors in the above model has
a separate impact on the development and sustainability of an area’s cultural
traditions.

Furthermore, none of the factors is mutually exclusive.

This is

witnessed, for example, in considering the relationship between creating and
maintaining employment and preserving and reviving traditions, or the connection
between telling the story behind the food and the maintaining of traditions.

A

further example is evidenced in the reciprocal relationship between the role of the
local producer and the creation and sustainability of employment. These four factors
contribute to the fifth factor in the model - authenticity. The outside element of
‘external factors’ further impacts the authenticity element, together with the four
other factors. Within these main factors, several sub-elements are present, each of
which have a lesser or greater impact depending on the location. A discussion of
each of these contributing factors follows below.

5.1.1 Factor 1 - Maintaining and Reviving Cultural Traditions
Throughout the findings, it emerged that each of the case study destinations has a
strong historic comiection to food and food tourism was seen as a way of carrying on
this connection.

This can be witnessed, for example, in Kinsale and Dingle’s

historic links to fishing and agriculture, as well as the English Market’s role as a
centre for provisions for the surrounding area since the 18^*^ century.

These

traditions are now being presented through the realm of food tourism. Moreover, it
frequently arose that food tourism afforded the opportunity for the revival of old
traditions, for example, the reintroduction of the Dexter cow to Dingle or the revival
of old preservation methods to make jams. Similarly, the re-introduction of farmers’
markets to a town was perceived as being akin to re-introducing an old tradition.
This study’s findings indicate that for the three chosen locations, food tourism acts
as a medium for the preservation and revival, and therefore, the sustainability of
cultural traditions. This represents an important new contribution to the literature on
the sustainability of not only the three locations’ cultural traditions through the realm
of food tourism, but one which may be applicable to other locations throughout
232

Ireland. Throughout the study, this was witnessed in the three locations but was
particularly evident in Dingle as a recent or current phenomenon.

This can be

explained as Dingle is the latest of the locations to embrace food tourism as an
industry. The area, despite not having a long history of food tourism like the other
locations, was using its local skills and food knowledge to convert and revive old
traditions into food tourism businesses.
A further critical finding from the study that emerged strongly in line with this was
the role the family plays in passing down traditions. The knowledge base and skills
built up through the years and passed down through the generations was evidenced
to be a key contributor in keeping traditions alive.

This indicates that family

businesses need to be valued and supported as they are playing a key role in the
maintenance of cultural traditions. This represents a new development in the area of
cultural sustainability in Ireland, with the study highlighting how certain family
businesses are critical to the maintenance of their area’s traditions. In conjunction
with this, however, it emerged that despite the crucial role of the family in
maintaining traditions, it was sometimes ‘new blood’, that is, people with no
previous connection to the area, which was at times necessary to recognise
opportunities and stimulate old traditions, a phenomenon witnessed in the three
locations. Dingle particularly emerged as a location that attracted food businesses
set up by ‘newcomers’. This indicates a desire among those looking to set up foodtourism businesses to come to places like Dingle which have an abundance of
natural resources.
While the family’s role in maintaining traditions was found to be critical, in
conjunction with this it was also found that these traditions should not be forced to
freeze in time and should be allowed to progress and evolve freely and organically,
albeit with the ‘core values’ still intact. This represents a vital understanding into
the natural cultural progression of the three areas and an insight into the necessity of
staying ‘current’. While the consensus from the findings was that although food
tourism does allow traditions to be maintained and revived, it is crucial that the
traditions be allowed to evolve naturally and not forced to stagnate. This indicates
that although preserving and reviving traditions is an important part of food tourism
in the locations, it is apparent that they must avoid getting ‘stuck’, as each
generation will bring their own contributions to the traditions, which the findings
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indicate is critical for their survival.

This also highlights a new insight into

development and maintenance of the cultural traditions of Kinsale, Dingle and the
English Market. In line with this natural progression, however, it was found that
without keeping a place’s ethos, intangible ‘spirit’ and character alive, then the
maintenance of these cultural traditions would be in jeopardy. The English Market,
particularly, highlighted how careful consideration was given as to what type of
business was allowed to set up in there so the ethos could be maintained and the
intangible factors or ‘spirit’ kept alive. The findings from this study indicate that
keeping this ‘spirit’ alive and values intact was a crucial requirement for the upkeep
of cultural traditions.

In a similar vein, it emerged, primarily from the English

Market, that in many cases the same customers patronised the same stalls over the
years, with many having rnulti-generational links. Likewise, it also arose from the
findings that there were in many cases long-standing relationships between the
businesses and suppliers. This signifies the continuation of a cultural tradition and
represents a new insight into the role of business relationships in the sustainability of
an area’s cultural traditions.
A further key finding from the three areas was the important role played by food
tourism in the form of events such as food festivals, or communicating with market
stall-holders, by affording an opportunity to showcase traditions and to share their
background. It is indicated from this study that events such as food festivals are
providing additional platforms and an impetus for sharing knowledge about local
traditions. This also assists in the recording and sharing of information which might
otherwise not be documented or revealed. This represents another finding in the role
of food tourism in sustaining the areas’ cultural traditions, that is, without food
tourism to provide the stimulus or stage, such local knowledge is at risk of being
lost. Furthermore, support for such projects is crucial for the sustainability of local
cultural traditions.
This section outlined the role of food tourism in reviving and maintaining cultural
traditions.

Further to this, the opportunities presented by food tourism to

communicate with the food tourism representatives are evidenced as being a key part
in this. The following section furthers this concept and outlines the role of the story
behind the food.
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5.1.2 Factor 2 - Telling the Story Behind the Food
A recurring theme throughout this study’s findings was the role of the story behind
the food and how it is contributing to the sustainability of cultural traditions.
Primarily, telling the story was found to help in making a connection with an area’s
history, people and traditions. The findings indicate that telling the story behind the
food is allowing for traditional knowledge to be kept alive, as well as shared and
diffused to a new audience.

This represents a significant insight into, first,

recognising the role of the story behind the food and how it can be utilised, and
second, the importance of making the background story of food available. The
findings indicate that this is a vital element in the tourist experience and one which
the food tourism representatives appear to be recognising and taking advantage of
It is also ensuring the survival of local knowledge and, therefore, local cultural
traditions. In concurrence with this, another critical insight uncovered from this
study’s cases was that telling the story behind the food was found to be an integral
part of creating a memorable experience.

This supports and adds to previous

research (Failte Ireland, 2015a) which outlines the role of the story in creating a
‘sense of place’. Together with providing a link to local culture and an insight into
traditions, the social interactions involved in telling the story was perceived by the
food tourism representatives to be equal, or at times, more important, than the food
itself

This is evident from the respondents’ references to peoples’ reactions to

hearing the story, for example, they are keener to purchase afterwards. It also builds
on the theory that food has the ability to generate feelings of nostalgia (Aldredge,
2008) and represent continuity and familiarity (Henderson, 2014) and thus enhances
the experience. This study outlines the role that telling the story can contribute to
the creation of a hospitable atmosphere, in conjunction with the opportunity to
experience both the tangible and intangible culture of an area. This represents a key
finding and was witnessed across the three locations as a vital component of the food
tourism experience.
Furthermore, the importance of having the right person to impart this knowledge
was also found to be essential, representing a critical insight into enhancing the
overall experience. This study’s interviewees indicated emphatically the importance
of meeting expectations regarding the reputation of Irish hospitality. This provides a
critical insight into how food tourism businesses can benefit from choosing the
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correct person for this role, or if needed in the case of single-person or smaller
businesses, for the person who is fulfilling this role to develop these skills.
Extending this idea, the food tourism representatives fulfilling the role of storyteller
may be considered a continuation of the Irish culture of storytelling as a tradition,
albeit in a new avenue.
Finally, in a different vein, it emerged that telling the story allowed for transparency,
which was highlighted by the food tourism representatives as a major issue of
concern among customers. Providing detailed knowledge of the source of the food
as well as having strong ties to local producers was found to help in both easing
concerns and ensuring traceability. This is then contributing to the popularity of
local food and food tourism, encouraging business, and thus helping to sustain
traditions. This also highlights another reason why businesses need to ensure that
the full background story is available for those who want to hear it, as this is again
contributing to the overall experience. If, as this study’s findings indicate the story
behind the food can be exploited to enhance the experience, food tourism businesses
need to ensure that this information is accessible. The availability of information
regarding the source of the food and the background story was found to be as a result
of close relationships with local producers. The following section explores the role
of the local producer.

5.1.3 Factor 3 - The Role of the Local Producer
The critical role that the local producer plays in sustaining a region’s food traditions
was a recurrent theme throughout the findings.

It is again initially worth noting

however, that when the local producer was referenced, it was always on a small,
local scale. In the three locations, the local producer was credited as being at the
foundation of the food traditions, and thus the cornerstone of the food tourism
businesses.

Additionally, it was conceded that local producers are likely to take

pride in what they are producing, thus guaranteeing a high standard of produce and
ensuring a high quality end product. Building on this, it was evidenced that without
the local producer the traditions would be a lot less authentic, as the food provided is
truly representative of the local area.

This represents a critical insight into the role

of the local producer in sustaining local cultural food traditions together with
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highlighting the necessity of supporting local producers.

It further emerged that

often the relationship between the producer and food tourism business spanned
several generations. This ensures that the integrity and authenticity of the tradition
is carried on, together with representing the continuation of a cultural tradition in its
own right and further contributing to the background story. This was particularly
evident in the cases of Kinsale and the English Market.

Dingle, as the ‘newest’

entrant to food tourism, while outlining many productive and close business
connections, did not have the same degree of long-term business relationships as the
other two locations.
Another critical finding was that the local producer played a key role in ensuring
traceability and quality. As in the above findings regarding the role of the story
behind the food, this was highlighted as a major issue of concern for customers, and
therefore for the food tourism representatives.

The respondents’ recurrently

referenced the requests for more information that were demanded of them from the
customer, as well as the importance of being able to provide a link to the source.
Consequently, the significance of having access to local produce was deemed crucial
by the findings of this study.

1 his adds another aspect to the role of the local

producer in sustaining the integrity of an area’s cultural traditions. It was further
noted that because of Ireland’s size, it was possible to be ‘very’ local in choosing
produce, again contributing to authenticity as well as traceability. It was also found,
however, that, oppositely, this demand for as local as possible could be taken to an
extreme. The respondents indicated that while as near as possible was preferable,
good quality food should not be dismissed if it is from, for example, outside the
county. As explored in Chapter Two, the term ‘local’ is often vague and ambiguous.
Similarly in this study, across the three locations, there was no consensus on what
constituted a ‘local’ product, and overall the findings imply a preference for good
quality food above a preference for ‘very local’. This also raises the question of how
far one can go to source produce without losing the ‘local’ label, as well as again
highlighting the obscurity of authenticity.
The findings did report, however, a strong fear about the possibility of a shortage of
local producers in the future. The primary reason was that many small producers
were finding it difficult to survive, a situation particularly applicable to the fishing
industry. If this were to be the case, it is implied that a threat would be posed to
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both the authenticity and sustainability of local food traditions.

The findings

indicate that such small producers are not receiving sufficient support from local
communities or those in authorities. Additionally, another noteworthy point which
arose from the findings was that regardless of access to local produce and the
demand for traceability and authenticity, at times the realities of running a business
impacted the choices made.

In the main, it was acknowledged that it was not

possible to be purely ‘local’, due either to cost issues or discontent among the
businesses.

The conflict of interest that was evident between certain farmers’

markets and restaurants may be considered an example of this. The findings outline
the perception by certain restauranteurs that stall-holders were selling ‘street food’
rather than excess produce, which in their opinion, was what a farmers’ market
should constitute. The restaurateurs were of the opinion that this was taking a part
of their potential customer base, which then creates the situation of certain
restauranteurs boycotting all the market stalls, regardless of what they are selling.
The stall-holders on the other hand, suggested that such a mixture of offerings was
necessary to attract customers. In a similar vein, there was a sense of scepticism
among some respondents about the label ‘100% local’. Furthermore, it is worth
noting that even those food tourism businesses that described themselves as ‘local’,
and despite endeavouring to support local producers, conceded to this situation
which circumstances at times created. This also represents a critical insight into
sustaining local traditions, as despite a conscious effort among food tourism
businesses to try and support local producers, it appears to be realistically unlikely to
be ‘just local’. It further raises the question of what a local tradition constitutes if
the ingredients used are not always from the area.
In summary, this section outlined the crucial role of the local producer in sustaining
cultural traditions, chiefly, that the local producer is the cornerstone of the food
tourism business.

The following section builds on this and outlines how food

tourism is creating and sustaining employment in the three case study locations.

5.1.4 Factor 4 - Creating and Sustaining Employment

A major theme in many food tourism studies, as witnessed in Chapter Two, is the
role of food tourism in creating employment. In this study it emerged that there was
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a perception among the interviewees that food tourism was an industry with
relatively few barriers to establishment, and this was contributing to the ‘boom’ in
the industry. While this sentiment was echoed across the three locations, it was
particularly evident in the case of Dingle.

As the most recent entrant to food

tourism, the Dingle respondents referred to new food tourism businesses being
developed presently. Kinsale, while not detailing growth in the industry specifically,
credited food tourism businesses for maintaining employment in the area.

In

contrast, the English Market, although confident regarding its future prospects, was
seen as being more stagnant. This was primarily credited to a lack of sufficient local
support, a situation attributed to a lack of access to the English Market, as well as
competition from giant retailers. It was also acknowledged in the three locations
that the relatively few barriers to establishing a food tourism business brought with it
the risk of saturation, which suggests that if standards and quality were not kept, a
threat would be posed to reputation.

Throughout the study, the respondents

continually referenced efforts to maintain high quality standards, and the consensus
was that if sub-standard businesses were to get established then their destination’s
status would be damaged and the locations would lose out collectively.
Furthermore, the three locations shared the opinion that because they were utilising
as much local produce as possible, their business and, therefore, the food tourism
industry in their area was more sustainable in the long run.

This is further

reminiscent of the importance of access to local producers to ensure supplies. In
addition, a spin-off effect was highlighted with reference to how traditional
industries, such as fishing, were given a boost through food tourism. This can be
witnessed, for example, in Kinsale and Dingle, where the restaurateurs outline how
they purchase directly from the fishing boats, or team up with local fishing charters
to bring tourists fishing.

This then provides additional income for the local

producer. This builds on research by Everett and Aitchison (2008) which outlined
the extra benefits for those indirectly involved in food tourism.

Furthermore, this

also indicates that food tourism is contributing to the maintenance of the tradition of
small, local fishing boats in Kinsale and Dingle.

Moreover, it arose that old

traditions were being revived and rejuvenated to create employment.

This was

particularly evident in Dingle, where, as mentioned previously, although not having
a specific food tourism history like the other locations, a strong food tradition was
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none the less always present. This study’s findings indicate that it is these old food
traditions, for example, the use of seaweed as a product, and the accompanying
reserve of knowledge that are being converted into food tourism ventures. This also
represents a critical insight into one of the ways in which employment is being
created, together with ensuring the sustainability of the cultural traditions.
Therefore, it is important to harness traditional, local knowledge and determine how
this can be employed to contribute to the creation of enterprise by utilising a bottomup rather than top-down approach to generating employment in the three locations.
This further implies that the locations are using their own resources and ‘know-how’
as a gateway to entrepreneurship, rather than relying on ‘outside’ authorities to
create opportunities. This situation suggests that there is a greater level of business
control at local level and, therefore, is likely to be more sustainable in the future.
Further to this, it also emerged that food tourism was keeping generations of families
in employment, a phenomenon particularly evident in the English Market. This
indicates that the integrity and authenticity of cultural traditions will be maintained
as knowledge and skill are passed down through the generations. The findings
imply that family businesses are acting as guardians of skills and local knowledge,
which suggests that this expertise is being preserved and kept in the area and is
being harnessed to create employment. This finding represents a critical insight into
the role that family businesses play in sustaining employment in the three areas.
Similarly, throughout the study the importance of fostering a sense of fairness and
community among the businesses was evident, together with the presence of many
long-term business relationships, particularly in Kinsale and the English Market.
These social connections among the locations’ businesses were clearly palpable and
were being utilised to reciprocate business.

This is particularly evident in the

respondents’ references of trying to share business around and recommending fellow
businesses to customers, with the exception of the conflict between certain farmers’
markets and restaurants as mentioned previously. This distinctively indicates that
social connections and local culture play a key role in the success and viability of
local food tourism businesses in the three locations.

This builds on literature

(Brennan et al., 2009) which explored the role of local culture in creating economic
opportunities and also adds to literature on the importance of understanding local
networks (Aylward, 2009; Capriello and Rotherham, 2008; Power, 2011).
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Adding to this, the findings from this study suggest that the three areas’ local culture
in the form of social connections and long-term business relationships is
contributing to the creation and sustainability of employment. It is evident that this
sense of reciprocity and recognition of the advantages of working together is
encouraging local businesses to carry out their own business locally, a situation
which appears to be of benefit to all involved.
It also emerged, however, that there were concerns over the year-long viability of
food tourism as reference was made, particularly in Dingle, and to a lesser degree,
Kinsale, in relation to the lack of a customer base to support them in the off-season,
t his represents a divergence from the literature in Chapter Two which explored how'
food tourism was a way of extending the tourist season beyond the traditional
months. Chapter Two also referred to the manner in which food tourism offered the
opportunity to live and work in peripheral areas and thus rejuvenate and sustain local
traditions.

If, as this study’s findings indicate, that food tourism is incapable of

supporting year-round employment for those in the industry, then it is not a
sufficient sole means by which to make a full-time living or maintain a year-round
population. This, then, implies it is not a fully reliable way of sustaining the areas’
cultural traditions. In Dingle’s case, its remote location was found to be a key
contributor to this. The Dingle respondents were of the opinion that it was necessary
for more industries besides tourism to become established there if the issue of
seasonality was to be tackled. In contrast again, the English Market indicated no
such issues with seasonality. This suggests this may be as a result of its location,
that is, it is situated in a sizable urban centre, together with a large surrounding
permanent population.
It further emerged that despite the interviewees classifying themselves as ‘food
tourism’ businesses, it is often the support of locals that is critical for survival, that
is, those who represent the local population. This indicates that the food tourism
businesses need to sell themselves and what they stand for to the local community
first. In line with this, it arose from the findings that there was a developing trend
towards shopping locally and supporting local producers and this was contributing
positively to the local businesses. This trend was deemed crucial for the viability of
the local businesses, as well as the need to continue building awareness of the
benefits and spin-off effects of shopping locally. Finally, it is evident from the
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findings that local support is of crucial importance in the English Market year-round,
as locals make up the majority of its customer base. In Dingle and Kinsale, it is in
the off-season that local support is most needed to ensure the businesses’ viability.
In summary, the above four factors detail how preserving and reviving traditions,
telling the story behind the food, the local producer and the creation and sustaining
of employment impacts the cultural sustainability of the three locations. Further to
this, several other elements emerged as impacting all of the above factors, which the
following section explores.

5.1.5 Factor 5 - Further External Influenees on Cultural Sustainability
Throughout the findings, a number of additional factors emerged which did not fit
into the above four categories, but were none the less evidenced to have a significant
influence on the locations’ culture. Across the three locations, it strongly arose that
there was a backlash against the globalisation of food and a desire to return to the
ground roots of food, and this was pushing the defence and re-emergence of local
food traditions. This, in turn, was contributing to the progression of the areas’ food
tourism industries. This highlights another key insight into the development and
maintenance of an area’s cultural traditions.

In a similar realm to this, another

influencing factor to emerge was that food is currently ‘trendy’ and this was
fostering interest in local food and providing a further stimulus for food tourism
businesses.

This phenomenon was highlighted as a major influencing factor

throughout the three locations and again provides an insight into the development of
food tourism, and therefore, local cultural traditions in the three case study locations.
This does, however, give rise to the question that, if food is ‘fashionable’ at present,
does it then run the risk of becoming just a ‘fad’? If this were to be the case, long
term stability and support may become an issue once the trend fades and indicates
that food tourism on its own may not be enough to sustain the areas’ cultural
traditions in the future. This implies that the destinations would have to look at
alternative means of sustaining cultural traditions, as well as sustaining employment.
Despite the possibility of food and its current popularity being a ‘fad’, throughout
the findings references were made to increasing interest in food tourism-related
businesses and products and the potential for the industry to grow further. The
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respondents’ overall consensus was one of optimism and positivity for the future of
the industry, thus implying that its popularity would endure and employment in the
industry would be sustained, along with the cultural traditions.
In another vein, a recurring theme was that many of the food tourism representatives
had travelled extensively and worked with food while abroad.

These travel

experiences were highlighted as being a major influencer on their current businesses.
It was evidenced that ideas gleaned abroad while they were emigrants were then
combined with Irish produce upon their return to create a distinctive food tourism
business. This was evident in the respondents’ descriptions of experience working
in farmers’ markets or restaurants abroad and realising a similar undertaking could
be created at home, particularly with the availability of what many of the
respondents referred to as ‘superior’ produce. This is then stimulating the creation
of food tourism businesses and thus influencing the development and sustainability
of the local traditions of the three areas.

Similarly, immigrants from different

countries were evidenced as having an influence on the development of local
cultural food traditions.

This is apparent from the references to the many

nationalities involved in food tourism across the three locations.

This study’s

findings indicate that it is the blending of new ideas immigrants bring with them and
local ingredients that is contributing to the development of a hybrid food culture.
This is evident in the references to overseas dishes being created with Irish
ingredients, or Irish recipes delivered with an international variation. This adds a
new aspect to previous research (Fox, 2007) which highlights that food culture and
ideas have always crossed borders, and also to the notion that immigrants must adapt
their customs to work with whatever ingredients are available in their new place of
residence (Cranfield, 2013).

Additionally, the study highlighted new markets

created for traditional produce as a result of new immigrant markets, particularly
evident in the English Market.
It further emerged that the Celtic Tiger had a role to play in the development of food
tourism, not only in the three locations, but in the opinion of the food tourism
representatives, throughout the country.

The findings reveal that a sense of

confidence was instilled in Irish and local food during this period and as a result
contributed to the revival and development of local food traditions. Subsequent to
this, and in line with the findings mentioned above regarding the turn against the
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globalisation of food, it was evidenced that the recession also played an influencing
role on the local cultural food traditions. This was illustrated in the respondents’
references to customer demand for simultaneously high quality food and low prices,
which the respondents highlighted as a difficult demand to meet. Furthermore, a
desire to return to more ‘trustworthy’ food and traditions once the Celtic Tiger years
were over was also evident. This builds on research (O’Donovan et al., 2012) which
explores how there was a yearning to return to more traditional food following the
end of the economic boom in Ireland. Moreover, previous research (Guerrero et al,
2010; Henderson, 2014) suggests food acts as a fonn of comfort in an uncertain
world. This study’s findings offer a new aspect to this and imply that when the
economic situation became unreliable, there was a desire for more stability and
‘traditional’ food was seen as a route to this.
Furthermore, it was found that tourist demand, for example, pre-conceived notions
regarding what should be available, has an influence on the local food culture. This
results in the food tourism businesses attempting to cater for these expectations of
what should be offered, despite whether or not it is a true reflection of local food.
This example of‘staged authenticity’ then influences the development of local food
traditions. Similarly, it was indicated that innovation was vital to ensure continued
support from local people and this also influences the manner in which the local
food culture develops. A further factor which was highlighted as having a major
influence on the local cultural traditions was the role those in authority, for example.
County Councils or fishing authorities, could play. It was strongly indicated that
decisions taken could strongly help or hinder the development of food tourism
businesses. This was particularly evident in the many references to the plight of the
fishing industry which was seen as being severely restricted by regulations and
which is impeding progress in the fishing industry, and thus, compromising the
integrity of the local food traditions. These regulations which were referenced
regarding the fishing industry were referred to as ‘EU’ regulations, which suggests
that they are external to local or national control. This adds to previous research
(Henderson, 2014) which outlined how decisions taken by those in authorities could
have a detrimental impact on the authenticity of local cultural food traditions.
Oppositely, then, in this study it was highlighted that support for farmers’ markets
from County Councils and national tourism authorities was helping them to prosper.
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This adds to research by Bord Bia (2014) and by the Department of Transport,
Tourism and Sport (2015) which outlined the necessity of support for such
endeavours from relevant local authorities such as local councils.
Building on this, a further area of interest which arose from the study was the route
the locations took to become food tourism destinations. In Dingle, a place in which
the fishing industry was once of huge importance, it was evident that in the recent
past Dingle was seen as a scenery, music and pub destination. Now, the findings
indicate that because of various influencing factors, this is to some degree still
relevant but that now food is a necessity for businesses such as pubs rather than just
an aside. The respondents, mostly restaurateurs, referenced the change in social
attitudes and laws regarding drink driving, together with the growth in popularity of
all things food-related as contributing to decisions to develop their food tourism
businesses. This, then, is contributing to the growth in the food tourism industry in
Dingle. In Kinsale, a similar situation can be uncovered. The destination went from
being in its earlier days reliant on its fishing industry, to tourism to food tourism.
This illustrates that both destinations were forced to adapt to their changing
environments and that food tourism was seen as a manner to do this. In contrast, the
English Market emerged as an almost accidental food tourism destination. Despite
the findings indicating that more local custom would be welcome, the majority of its
customer base has traditionally been, and still is, made up of a local clientele.
In summary, this section outlined a diverse variety of influencing factors such as
fashion, tourist demand, local demand, immigration, emigration, the Celtic Tiger, the
recession, changing societal attitudes and the role of authorities which were
evidenced as having an impact on the development and sustainability of cultural
traditions in the three case study destinations. The combination of these elements
and the four factors discussed previously influences the final factor in the model authenticity. It is this factor, arising from the interaction of the above five elements,
which contributes to the sustainability of cultural traditions. A discussion of this
factor follows below.
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5.1.6 Factor 6 - Authenticity
The literature reviewed in Chapter Two suggests that food is one of the few
remaining elements of eulture that has retained its authenticity. Throughout this
study this proved to be a contentious issue among the respondents regarding whether
or not the manner in which the cultural traditions were being represented and
sustained was authentic. Primarily, it emerged that there were many views on what
constituted an ‘authentic’ product. The restaurateurs, for example, suggested that
the farmers’ market was unauthentic because of the types of products it had on offer,
whereas the farmers’ market members suggested that there was a historical market
presence in the town and a constitutional right for the market to trade.

The

indication was that presence of the market itself was authentic because of its
existence and the manner in which it was carrying on a historical tradition. This
illustrates the varying perspectives on what constitutes an ‘authentic’ product and
the conflict it can evoke. There was a consensus from the findings, however, that
what renders a product or tradition ‘authentic’ could not be resolutely agreed upon,
and that trying to define it could be futile. This raises the question that if there is no
definition or boundaries regarding an authentic product, then how does a tradition
retain its integrity?

Adding to this, a sense of scepticism regarding what was

sometimes given the label of ‘local’ also emerged. This builds on research explored
in Chapter Two (Dunne and Wright, 2015) which highlighted the elusiveness of the
concept of ‘local’.

The findings outlined that there were many perceptions of

‘local’, not least among the respondents’ themselves, and again, as in tiydng to
define what is ‘authentic’, no definition or scope on what is ‘local’ was agreed upon.
It was suggested that a restaurant claiming to use just local food would find it very
difficult to ‘stock the cupboards’ with just local produce. It was pointed out that the
realities of staying in business and meeting customer demand meant it is often
necessary to not be just ‘local’. A further example in relation to a difficulty in trying
to define what is or is not ‘local’ or ‘authentic’ was given when the issue of food
which was grown locally but was not a traditional local product was raised. While
these issues may not render a product ‘unauthentic’ they do highlight that the food
tourism representatives themselves struggle in trying to define ‘authenticity’ even
within their own business and on a small, local scale. Furthermore, it raises the
question of whether or not it is even possible to define what is or is not authentic
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within food tourism. This suggests that existing or prospective businesses need to
consider if what they are offering is or is not authentic before they can truly attach
such a label to their businesses.
Despite the above factors, however, the findings indicated that the food tourism
offerings were as authentic as circumstances allowed. This takes into consideration
tourist expectations, the demands of the local population, together with the cost and
sourcing issues. Previous research (Jimura, 2011; MacDonald and Jolliffe, 2003;
Su, 2011) outlines that although cultural tourism contributes to the revitalisation and
maintenance of cultural traditions it often comes at a cost to cultural authenticity.
This study’s findings concur with this to a certain degree, for example,
acknowledging in some circumstances that ‘staged’ authenticity is necessary, which
can be evidenced in the respondents’ references to trying to cater for tourist
expectations regarding what will be available. It also, however, adds the notion of
realism to the equation, that is, that food tourism is allowing for as accurate a
portrayal of culture as the situation permits.

Previous research (Aikawa, 2001)

proposes that cultures must be allowed to adapt to their contemporary surroundings
and not forced to stagnate. Building on this notion, throughout the findings there
was no direct reference to a ‘weakening’ of cultural traditions because of the
realities of running a business. There was, instead, a consciousness that if cultural
traditions were to be maintained, then this evolution and adaptation was necessary.
Furthermore, it was indicated that each of the three areas had historic connections to
food and it is these historic links which were now represented by the food tourism
businesses. It was strongly perceived by the interviewees that the conversion of the
surrounding landscape into the products and services which are on offer meant that it
was authentic. The involvement of local people in providing these products and
services was also seen as contributing critically to authenticity.

Interestingly,

regarding the involvement of ‘local’ people, no distinction was made as to whether
being a ‘native’ or ‘newcomer’ affected the perceived authenticity.

Instead, it

emerged from the food tourism representatives that it is a traditional Irish welcome
which plays a vital role in contributing to the perception of authenticity and creating
a memorable experience.

The consensus from the three locations was that

considering these factors, food tourism offered an opportunity to participate in ‘real
life’. This study’s interviewees indicated that for those seeking to experience real
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culture in the three areas, food tourism can be the means by which to do this. What
this research indicates, and the literature review in Chapter Two suggests, is that the
history of local food and traditions has always been complicated and influenced by
many factors resulting in tradition and innovation co-existing. Considering this, the
study’s three cases reflect this process of continuous evolution, and indicates,
therefore, that the destinations can credibly claim that their food tourism businesses,
and, therefore, their local cultural food traditions are authentic.
In summary, this section explored the perceptions of authenticity in the three case
study locations.

Overall, it may be concluded that the cultural traditions are

developing in a manner that heeds the realities of running a business and recognises
all contributory factors. While local traditions are being revived and sustained to
create food tourism enterprises, it is acknowledged that this is being done in a
manner that will ensure they will be merchantable.

Finally, despite this, this

research suggests that it is the combination of the reserve of local knowledge, skills
and resources which is ensuring authenticity. The findings indicate that it is this
authenticity which is crucial for the continued integrity and sustainability of the
three locations’ cultural traditions.

5.2 Limitations of the Study
Although this study provides a contribution on both a theoretical and empirical level,
some limitations of the research need to be considered.

First, as one of the

objectives of this research was to seek the opinion of food tourism representatives,
that is, those on the front-line, no data was gathered from either tourists or tourism
authorities.

As the foeus was deemed to be the collection of data from those

providing the actual experience and ‘living the culture’ it was reasoned to be valid
not to gather data from other groups for the purposes of this study. It does, however,
omit the views of other practitioners, either past or present, of the cultural traditions,
for example, those in fishing or agriculture, or local producers whose traditions are
now being presented as a food tourism product.
outside the remit of the current study.
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These factors, however, were

Second, this study is representative of the views of food tourism providers from
within Ireland. As one of the objectives was to investigate the role of food tourism
in sustaining cultural traditions in Ireland, it was deemed to be valid not to collect
any primary information from abroad. Furthermore, due to time constraints, the
focus of this was the south and southwest of Ireland. No comparisons, therefore, can
be drawn from the experiences of those in other geographical locations in Ireland.
Additionally, the boundaries of each of the case study locations need to be
considered. The boundaries meant that the focus of the cases were small areas, that
is, the English Market building, the town of Dingle and the town of Kinsale. The
reasoning behind the choice of the three case studies was outlined in Chapter Three,
however, and considering these reasons, the locations were reckoned to be a valid
choice. Furthermore, the potential of the presence of factors that are relevant only to
the south and southwest, such as already being an established tourist region, must be
acknowledged.
Third, it must be acknowledged that the sample size of thirty-three interviewees is
small. As, however, qualitative research generally focuses on small sample sizes in
order to gain in-depth insights into phenomena, then choosing a small sample size is
appropriate. As one of this study’s objectives was to gain in-depth insights rather
than statistical generalisations, then the choice of qualitative research methods and
the chosen sample size was reasoned to be logical. Furthermore, restaurateurs and
market traders make up the largest category comprising ten respondents each,
followed by farmers’ market stall-holders at six, food festival organisers at three,
food trail guides at two and artisan producers at two. This represents a potential
limitation, as, for example, restaurateurs may have a unique set of concerns, as
might artisan producers. This highlights a possible weakness as the opinions of
those in the majority categories account for a greater proportion of the findings.
There are limitations to the choice of sampling method which must be acknowledged
also. In addition to purposeful sampling, this study utilised snowball sampling, as
there were those who were contacted initially who were not available for interview.
As outlined in Chapter Three, this method of sampling runs the risk of bias by the
possibility that those individuals who are recommended may be in inter-relationships
with the initial respondent. Another issue may arise if the initial respondent is
protective towards an individual they know to be vulnerable and therefore not
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recommend them. In addition, certain other potential interviewees may be outside
the social circle of the sample. It is possible that the chosen sample may have
certain characteristics that are unique to their group and, are therefore, not
representative of the wider population. In particular, as this study’s cases were areas
with small populations - particularly, Dingle and Kinsale - and business
communities, these possibilities must be acknowledged.

5.3 Recommendations for Practice
The review of the literature together with the empirical data gathered highlights a
number of policy areas that could be addressed by both national and local
government authorities, European authorities, tourism organisations, and food
tourism businesses. From this study, it is clear that there are several issues which
need to be considered, together with practical steps which could be taken to ensure
the continued sustainability of cultural traditions.

5.3.1 Policy recommendations
There are many recommendations that those involved in policy making may
consider. First, it is apparent that remote areas such as Dingle which have an
abundance of existing natural resources are attractive to those wishing to pursue
food tourism as a living. This indicates that there is a need to make places such as
Dingle accessible to those looking to pursue food tourism enterprises. This means
that it is important that conditions in remote areas such as Dingle are conducive and
accessible to the establishment of businesses and encouraging for new businesses to
enter.

The findings indicate that it is remote areas such as Dingle, which

government policy makers should consider, for example, incentives for new
businesses to come to such areas, as well as supports for new and existing
businesses. It is apparent that those looking to pursue food tourism as a means of
making a living need to have adequate training, in, for example, the daily running of
a business, or marketing skills. Those involved in policy making could consider
providing the opportunities for interested parties to avail of learning these skills.
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where the practical day-to-day skills of running food tourism-related businesses
could be gained.
It is also evident that the local food producer, particularly those in fishing, needs to
be better supported by government authorities if they are to survive and ensure the
integrity of the local cultural food traditions. The findings from this study indicate
that this is an issue which is decided at a European level and outside the control of
local or national governments.

This is an issue, therefore, which should be

considered at a European level.
Moreover, and as witnessed in the literature in Chapter Two, seasonality is an issue
which can affect the tourism industry at large, which suggests that government
authorities, both local and national, need to consider alternatives for the off-season
for such destinations. It is also clear that food tourism does not always represent a
means to full-time, year-round employment, particularly in the off-season.

If

government authorities are endorsing food tourism as a method of creating
employment in certain remote areas, it is evident that more industries are needed in
conjunction with food tourism to support a larger, more permanent population base.
This would ensure a larger customer base for the food tourism businesses in the off
season.

Also, as mentioned in Chapter Two and outlined in the findings, the role of

local culture and social networks cannot be disregarded. It is critical that those
involved in policy making for such areas recognise this situation.
Furthermore, as witnessed throughout the study, the English Market, while sharing
many characteristics with the other destinations, for example, long-standing family
businesses, long-term business relationships and a dedication to sourcing local
produce, faced a particular problem that did not affect the other locations to the same
degree.

This was the issue of access to the English Market, which was being

rendered difficult by parking restrictions and so discouraging local support. As the
English Market is heavily dependent on local support, this was a major concern.
Local authorities, for example, Cork City Council, may consider easing parking
restrictions or reducing the costs involved for parking, as this would encourage more
local business. In conjunction with this, a promotional campaign run by a local
chamber of commerce, for example, with the aim of attracting more locals would
also be beneficial.

Additionally, the opportunity to experience the Irish cultural
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tradition of storytelling through the medium of food tourism is a further area that
should be considered by those marketing food tourism destinations on a local,
national and international stage.
Finally, it is important for those involved in policy decisions to consider the
possibility that food tourism and the popularity of local food may be a ‘fad’. To
ensure the continued viability and longevity of the industry, and therefore, the
sustainability of local cultural traditions, government and tourism authorities should
consider long-term strategies promoting the importance and benefits of shopping
locally.

This could include, for example, long-term educational programmes in

schools and local communities. This would assist in ensuring that knowledge of food
heritage is made available to new audiences, together with a better understanding of
the advantages for local areas regarding the link between sustaining employment and
traditions, as well as the necessity of supporting local producers.

In addition,

tourism authorities should consider this issue of longevity and ensure efforts are
continued to promote food tourism not only abroad, but domestically.

5.3.2 Industry Recommendations
In another vein, there are several recommendations arising from the findings of this
study that those involved in food tourism on the front-line may consider. First,
prospective business owners with the intention of relying solely on food tourism as a
means of income would be advised to consider the realities of the off-season. This
issue of seasonality was of major concern for the food tourism representatives,
particularly in Dingle and Kinsale, although the English Market indicated no such
concerns. To counteract the loss of tourist support in the off-season, those with
restaurants, for example, may consider running loyalty promotions to attract a
steadier local customer base.

Building on this, there was a strong indication

throughout the three locations that if a food tourism business was to succeed, then
the local community must be supportive. This would mean, therefore, that the food
tourism businesses should concentrate efforts on first selling the idea to the local
community rather than focusing solely on tourists, particularly to help business in
the off-season.
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Moreover, it is apparent from the findings that destinations seeking to promote
themselves as places in which to experience genuine culture need to ensure they are
involving local people, together with utilising local traditions and resources.
Similarly, food tourism businesses should recognise the important role that telling
the story behind the food can play, not only in easing concerns over traceability but
also its role in creating a memorable experience and as a unique selling point. Those
involved in marketing the industry should consider these crucial issues and continue
to ensure efforts are made to emphasise the connection to the local source. Those
involved directly in food tourism businesses such as this study’s respondents need to
identify if they are selling their story sufficiently, together with recognising the
importance of the traditional Irish welcome.

Furthermore, the importance of a

skilled storyteller to do this should not be dismissed.
Further arising strongly from the findings was the role of local social connections
and the importance of working together among the food tourism businesses. The
findings strongly suggest that this is contributing to the overall success of the
locations’ food tourism industries. This further implies that this is an area which
prospective food tourism businesses should consider exploring with the intention of
contributing not only to their own business, but to their destination’s food tourism
industry at large.

Additionally, existing food tourism businesses who are not

exploiting the advantages of utilising social connections and working together as a
business community should also consider the benefits of doing so.

5.4 Contribution to Knowledge
While the subject of food tourism as a means of sustaining cultural traditions has
been the focus of much research globally, it has not been the case in Ireland. This
study presents a new model detailing the interaction of six elements which influence
the sustainability of the cultural traditions in three destinations in the south and
southwest region of Ireland. Specifically, this research study presents a new insight
into the role of food tourism in sustaining the cultural traditions of Kinsale, the
English Market and Dingle. Interesting new perspectives on this issue are provided
by the findings of this study. These findings assist in increasing the understanding
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on the role of food tourism in facilitating the sustainability of cultural traditions in
the three chosen areas, together with having broader applicability through Ireland
and abroad.
The findings from this study establish that food tourism in the three locations is
contributing to the sustainability of the local cultural traditions. Several factors were
found to be contributing to this phenomenon. Of particular note was the role of the
family in maintaining and passing down knowledge and skills. Moreover, the role
of the family in maintaining a region’s ethos was also evident. It was also apparent
that at times it was necessary for newcomers to a location to provide a stimulus for
the revival of old traditions. What is also clear, however, was that although cultural
traditions are being revived and maintained, it is crucial that they be allowed to
evolve naturally in line with the times so as not to be rendered obsolete, while still
retaining their ‘core values.’

This contributes a key insight into how the

combination of old family businesses, ‘newcomers’, and natural cultural evolution,
in conjunction with the retention of ‘core values’ is influencing the development and
sustainability of the three locations’ cultural traditions.

Further to this, it was

evident that family businesses were playing a role not only in sustaining their own
business tradition, but also contributing to the sustainability of their area’s cultural
traditions in the form of long-term business relationships and inter-generational
patronages with customers, particularly evident in the English Market.

This

contributes a further insight into the maintenance and sustainability of a location’s
cultural traditions.
Another critical insight uncovered was the role that the social connections that exist
among locals and businesses were playing in encouraging business, and thus,
contributing to the sustainability of cultural traditions.

This builds on previous

research explored in Chapter Two which outlines the importance of understanding
how local culture can be harnessed to develop economic opportunities and
contributes another aspect to the importance of understanding and exploiting local
culture for those with existing or prospective food tourism business ventures.
Despite, however, the economic opportunities offered by food tourism, some
accompanying issues were highlighted that cannot be dismissed. Among these was
the issue of full-time, year-round employment which the findings ascertain is not
always provided by food tourism. This indicates, therefore, that there is a risk posed
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to the sustainability of cultural traditions if food tourism businesses are not viable.
Additionally, the threats facing the small, local producer were found to be a concern.
The findings establish that if there were to be a shortage of local producers, then the
authenticity and integrity of the traditions would be compromised, together with
raising issues with traceability.

Furthermore, although this study focused on

businesses within the food tourism sector, it was established that local support for
the food tourism businesses was found to be at times equal, or more important, in
maintaining viability than support from tourists.
This study also contributes a new understanding of cultural ‘authenticity’ in the three
areas. While the notion of authenticity remained contentious throughout the study, it
was identified that food tourism was allowing for culture to be portrayed and
sustained as authentically as circumstances allowed.

Central to this was the

involvement of local people and use of local resources.

Furthermore, it was

uncovered that the concept of a ‘local’ tradition in the three locations was also
contentious, with no agreement upon its definition. This finding contributes a new
insight into the difficulty of defining what a ‘local’ tradition or product actually is,
and the difficulty for a business to be a ‘local’ business.
Moreover, the role of the story behind the food was also revealed as being critical to
not only keeping traditional knowledge alive, but also to creating a hospitable
atmosphere and memorable experience.

The importance of the right person to

deliver this story was further established. This study indicates that it is often the
intangible social aspect of food tourism, including the story and the atmosphere that
is of the most importance to the visitor.

This represents a critical insight as

throughout this study the respondents continually referred to the importance of
quality and local produce, which, considering their professions, may be expeeted.
This insight however, contributes a further understanding of the importance of the
intangible element of the experience, and the need for emphasis on this aspect as
much as on the food itself Those involved in food tourism, particularly on the front
line, need to ensure that expectations of a high level of hospitality and an enjoyable
social encounter are met.
Overall, the model presented in this study provides an insight into the views of food
tourism representatives, that is, those whose family traditions, businesses and
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everyday living culture make up the front-line of the food tourism industry. This
study set out to investigate how food tourism is impacting on their, and therefore,
their area’s cultural traditions. As highlighted in Figure 5.1, it is the interaction of
six elements which contribute to the development and sustainability of cultural
traditions. This model, therefore, represents a new insight into how the cultural
traditions of Kinsale, the English Market and Dingle are developing and are being
sustained through the realm of food tourism. The main contribution of this research
study is the development of a new model which arose out of the identification of the
main influencing factors which impact the three locations’ cultural traditions through
the medium of food tourism. This model offers a new understanding of the principal
factors, and their many sub-elements, involved in the sustainability of cultural
traditions.
Furthermore, this study has contributed to the extant literature on the role of food
tourism in sustaining cultural traditions, particularly from the viewpoint of the food
tourism representatives. This study also offers a new comprehension of the manner
in which food tourism can act as a stimulus for the revival and maintenance of
cultural traditions. Moreover, this study uncovered a new appreciation of the role of
the local producer. Further insights into the role food tourism can play in creating
and sustaining employment are also offered.

In addition, this research study

contributes a new understanding to the importance of the role of the story behind the
food, and the necessity of making this information available, together with how this
is achieved.
A contribution to those involved in policy making for food tourism was also
determined. Several issues, both positive and negative, were highlighted regarding
what impacts food tourism businesses. This study offers a further understanding of
these issues which should contribute and benefit policy making in the future. The
insights uncovered in this study represent an opportunity for authorities to make
conditions more favourable for all those involved in the food tourism industry,
including local producers, food tourism businesses, tourists and those involved in
promotions.
Finally, this research study offers those with existing or prospective food tourism
businesses new insights into the operational aspect of the industry. Several of the
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issues uncovered in this study could be dealt with on a practical level. This research,
therefore, offers new ideas to those on the front-line to enhance their business.

5.5 Agenda for Further Research
The findings of this thesis provide an apt foundation for further research studies
which could contribute to the relevant literature on the role of food tourism in
sustaining cultural traditions.

As this study focuses on cases in the south and

southwest, it would be interesting to replicate this study in more locations
throughout Ireland. Particular areas of focus could be on determining whether the
factors that led Dingle and Kinsale to adopt food tourism are comparable with those
in other locations. It would also be interesting to repeat this investigation on an
international basis to determine if the findings are unique to Ireland.
Furthermore, this study focused on the views of food tourism representatives, that is,
those providing the front-line services. It would be interesting to conduct a research
study with those in tourism authorities regarding the manner in which traditions are
being marketed to determine any similarities or differences between their opinions
and those of the food tourism representatives. Additionally, it would be interesting
to carry out a research study with food tourists themselves to determine if their
views match those of the food tourism representatives uncovered in this study,
particularly regarding authenticity.

This would give a further insight into the

manner in which authenticity is viewed and what is the most important element of
the experience for tourists, together with determining motivations for wanting to
experience ‘authenticity’. This could then be compared with the views of the food
tourism representatives and contribute to the creation of a stronger product.
Furthermore, from the findings it is clear that there is no agreement among the
respondents on what constitutes an ‘authentic’ or ‘local’ product or tradition.
Additionally, it is apparent that there is a gap regarding any guidelines on how the
integrity of traditions are, or should be, sustained. This may represent an area that
merits further investigation.
Moreover, considering the important role of the local producer highlighted in this
study, further research into their views as the starting point for the traditions would
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be beneficial.

Furthermore, the question of their long-term viability could be

examined. This would contribute a further insight into the sustainability of cultural
traditions. Furthermore, the support of the local community was established as an
important part of success.

A further quantitative study could be undertaken to

uncover motivations behind supporting local producers and food tourism businesses,
with a view to contributing to the literature on sustaining cultural traditions.
Additionally, the importance of understanding local culture and the role of social
networks emerged strongly throughout the findings. A further study focusing on
these areas to determine the role of social networks and local culture in sustaining
cultural food traditions may be worthy of consideration. Moreover, this study
outlined how the food tourism representatives were playing the part of storyteller.
Although storytelling is a part of traditional Irish culture, the sharing of food
knowledge, lore and local connections through the medium of food tourism is a new
avenue for its transmission. The sharing of local culture and folklore through the
conduit of food tourism, with the food tourism representative as storyteller,
represents another potential new area of research that could be further explored.
Furthermore, the model developed as a result of this study outlines the many
influencing factors and their interaction which impact the development and
sustainability of cultural food traditions. Those involved in food tourism research
may consider using this model when undertaking further research.

Furthermore,

food tourism researchers may wish to consider extending or adding another aspect to
the model arising as a result of further research. This may involve, for example, an
exploration of additional external factors or further research on the interaction of
each of the elements in the model. Additionally, researchers might reflect on each of
the individual themes - authenticity, the maintenance and revival of traditions,
telling the story, the role of the local producer and the creation and maintenance of
employment - outlined in this study’s findings, with a view to contributing to the
role of these factors in cultural sustainability. Those intending to undertake food
tourism research both in Ireland and internationally may consider the locations used
in this research as potential comparison studies.

Finally, those considering future

research in the domain of food tourism, in particular, in Ireland, might contemplate
the benefits offered by the views of those on the industry’s front-line and utilise such
sources of information in the future.
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5.6 Overall Conclusion
While the overall conclusion from this study is that food tourism is sustaining
cultural traditions in the three locations, it is clear that there is a complex network
comprising several elements at play in ensuring this.

Arising from this study,

several factors were identified as having an impact on food tourism and its ability to
sustain an area’s cultural traditions.
This study offers an insight into the manner in which food tourism is allowing for
not only the maintenance of cultural traditions, but also acting as a stimulus for their
revival. This adds to current literature on the role of food tourism in sustaining and
reviving cultural traditions (Fox, 2007; Henderson, 2014; Montanari and Staniscia,
2009). Moreover, this study contributes an understanding of how traditional family
businesses are working to ensure their core values are maintained. Furthermore, an
insight is revealed into the manner in which newcomers to a location often provide a
stimulus for the revival of traditions along with the natural cultural evolution of the
three locations researched in this study.

This offers a new perspective on the

preservation, revival, and evolution of cultural traditions, and assists in
understanding the manner in which food tourism maintains these traditions.
In addition, a new understanding of the role of the story behind the food is offered,
including its role in traceability, together with providing a link to a place’s culture.
This adds to the extant literature on the importance of the story behind the food
(Failte Ireland, 2015a; O’Riordan et al, 2015; Scarpato and Daniele, 2003).
Furthermore, it contributes to the notion that telling the story behind the food assists
in the creation of a hospitable atmosphere, adds to the uniqueness of a destination
and to the overall experience.

Of further significance was the potential of the

storyteller to contribute to this, representing a new insight into the creation of a
memorable experience. Additionally, new insights were revealed into how telling
the story behind the food may represent the continuation of the Irish tradition of
storytelling, an area which may warrant further research.
Of further significance is the insight uncovered into the role of the local producer as
the cornerstone of traditions. This study provides persuasive evidence regarding the
importance of the local producer in ensuring traceability, maintaining traditions, as
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well as contributing to the background story. This represents a further contribution
to the extant literature (Autio et al, 2013; Dunne and Wright, 2015; Hall et al,
2003; Morris and Buller, 2003; Olsen et al, 2014) and it also highlights an area
which may merit further research, particularly regarding the issues that the small
local producer is facing, which were identified in the study. Moreover, the role of
food tourism in creating and sustaining employment in the three locations was
identified, together with the manner in which this is done, and its contribution to
maintaining and reviving traditions. This furthers an understanding of the extant
literature (Everett and Aitchison, 2008; Montanari and Staniscia, 2009; Mulcahy,
2012) and represents an area worthy of further research.

Additionally, the

importance of social networks in the three locations is highlighted and adds to
current literature on the subject (see Aylward, 2009; Capriello and Rotherham, 2008;
Power, 2011; Saxena and Ilbery, 2008).
Of particular note is the contribution to the notion of authenticity. While the divisive
arguments that authenticity as a concept can provoke were evident, new insights
were gleaned into why such contention exists. Several factors were identified in
relation to why certain traditions and products were, or were not, considered
authentic. These findings add to current literature on food tourism and authenticity
(Chang et al, 2011; Failte Ireland, 2015a; Failte Ireland, 2010; Mkono et al, 2013;
Okumus et al, 2007; Zittlau and Gorman, 2012). This also represents an area into
which further research could be undertaken, particularly with regard to maintaining
the integrity and authenticity of traditions. Finally, and importantly, several external
elements which influence the sustainability of cultural traditions were also
identified.

While these factors are outside the control of the food tourism

representatives, their detection offers an opportunity for policy makers to improve
conditions and offer solutions for the benefit of both employment and cultural
sustainability.
Overall, this research study is significant for both researchers and practitioners as
new insights are offered into the role of food tourism and the sustainability of
cultural traditions.

In particular, the newly developed model offers a visual

depiction of how the main influencing factors associated with food tourism interact
to sustain the areas’ cultural traditions. It is also clear that each of the three cases
studied have certain issues that cannot be lightly dismissed when deliberating food
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tourism as a means of sustaining cultural traditions. These issues mainly relate to
lack of sufficient local support, fears about access to local producers in the future
and year-round viability. Ultimately, however, while still considering these matters,
this study’s findings establish that food tourism is creating employment, maintaining
and reviving traditions, and providing an authentic representation of culture. These
factors, therefore, lead this study to conclude that food tourism, allowing for natural
cultural evolution, is providing a means for Dingle, Kinsale and the English Market
to sustain their cultural traditions.
Finally, reflecting on the popularity and growth of food tourism not only globally
but also in Ireland, this study provides a timely insight into the impact that the
industry can have on cultural sustainability. A number of critical insights were
uncovered during this research, particularly with regard to the role of the story
behind the food, perceptions of authenticity and the importance of the local
producer.

While the focus of this study was three locations in the south and

southwest of Ireland, it has potentially broader applicability not only in other areas
in Ireland but also internationally. This study may be used as a suitable template for
other locations that may perhaps be considering food tourism as a route to sustaining
their local cultural traditions.
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Interview Question Guide
Name:
Location:
Date:
Food Traditions and Culture
1. Is there a demand for local food traditions?
2. Have traditions been passed on between the generations?
3. Does food tourism allow local food traditions and culture to be rejuvenated?
4. Does food tourism offer an opportunity for people to maintain their culture?
5. Is food a means of communicating tradition? Are you selling your story?
Business Structure
6. Are many of these long-term family businesses? Can you explain what is
maintaining their longevity?
7. Are many of the businesses established by ‘newcomers’?
Authenticity
8. Are the traditions authentic? Why do you believe this is so?
9. Is there a fusion of the traditional and modern?
10. Is there a promotion of what is perceived as authentic rather than what actually is?

11.
12.
13.
14.

Local Produce
Do you use seasonal and local produce?
Is there demand for local produce?
What role does the local producer play?
Do you find many are disconnected from the origins of food?

Contribution to Local Economy
15. Does food tourism allow for economic opportunities?
16. Has food tourism a future in the area?
Barriers/Obstacles to Sustaining Traditions
17. Are there obstacles to sustaining traditions?
18. What are the main external factors impacting culture and traditions?
Occupation/Area Specific Questions
19. What obstacles exist in trying to establish or maintain a presence at the farmers’
market?
20. Can you explain why the English Market is an important part of Cork’s culture and
history?
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Appendix Table - Additional Interviewee Details
Category

Restaurateur

Location

English

Gender

Female

Interview

Additional

Procedure

Information
Generation

Face-toface,

Market

recorded
Restaurateur a

Dingle

Male

Face-to-

ist

face,

generation,

recorded

background
in agriculture

Restaurateur b

Dingle

Male

Face-to-

1 generation

face,
recorded
Restaurateur c

Dingle

Male

Face-to-

D* generation

face,
recorded
Restaurateur d

Restaurateur e

Dingle

Dingle

Female

Female

Face-to-

generation,

face,

background

recorded

in fishing

Face-to-

1 St generation

face,
recorded
Restaurateur f

Dingle

Female

Face-to-

1 St generation

face,
recorded
Restaurateur a

Kinsale

Male

Face-to-

1 St generation

face,
recorded
Restaurateur b

Restaurateur c

Kinsale

Kinsale

Female

Male

Face-to-

2nd

face, written

generation

Face-to-

2nd

face,

generation

recorded
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Kinsale

Farmers’
Market

Male

Stall-

Holder a

Face-to-

Honey,

jam,

face,

chutney,

recorded

skincare
products

Kinsale

Farmers’
Market

Female

Stall-

Holder b
Kinsale

Farmers’
Market

Male

Stall-

Bread,

face,

confectionary

recorded

products

Face-to-

Pies, chutney

face,

products

recorded

Holder c
Kinsale

Farmers’
Market

Male

Stall-

Phone

Vegetable

interview,

products

recorded

Holder d
Kinsale

Farmers’
Market

Male

Stall-

Face-to-

Jam, chutney

face,

products

recorded

Holder e
Dingle

Farmers’
Market

Face-to-

Female

Stall-

Confectionary

face,

products

recorded

Holder
Artisan

Face-to-

Dingle

Male

Producer a

Face-to-

Beef product

face,

Sells product

recorded

at

farmers

market
Artisan

Dingle

Female

Producer b

Face-to-

Cheese

face,

Product

recorded

Sells product
at

farmers

market
Market Trader

English

Male

Market

Face-to-

Fishmonger,

face,

2"^ generation

recorded
Market Trader

English

Male

Market
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Face-to-

Butcher a, 5^*^

face,

generation

recorded
Market Trader

English

Male

Market

Face-to-

Butcher b, 4**’

face,

generation

recorded
Market Trader

English

Male

Market

Face-to-

Butcher c, 2"^^

face,

generation

recorded
Market Trader

English

Male

Market

Face-to-

Butcher d, 2"^*

face,

generation

recorded
Market Trader

English

Male

Market

Face-to-

Butcher e, 3^^^

face,

generation

recorded
Market Trader

English

Female

Market

Face-to-

Butcher f,

face,

generation

recorded
Market Trader

English

Female

Market

Face-to-

Baker a,

face,

generation

E*

recorded
Market Trader

English

Female

Market

Face-to-

Baker b,

face,

generation

1

recorded
Market Trader

English

Male

Market

Face-to-

Trader

of

face,

Artisan

recorded

Produce,

2"^^

generation
Food

Festival

Dingle

Female

Organiser a

Face-to-

Also involved

face,

in

recorded

organisation
of

famers’

market
Food

Festival

Dingle

Male

Organiser b
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Face-to-

Also involved

face,

in

recorded

organisation
of

farmers’

market
Food

Festival Kinsale

Female

Face-toface,

Organiser

recorded
Trail Guide a

Kinsale

Male

Face-toface,
recorded

Trail Guide b

Kinsale

Male

Face-toface,
recorded

Total

33
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